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POUR ENJOYMENT [Ql YOUR SUMMER 





AS THE LABEL HAS PROMISED 


\\ J 
THROUGH 89 YEARS: There “ 
4/4 

nothing Cllr uw The mark — 
The frosty mint julep, more than any other summer 
drink, has long said, “Here is true refreshment!” 
And your choice of famous bonded Old Forester, 
the traditional julep bourbon, says, “Here is a man 


* 
s 
nett 


of meticulous taste...one who finds pride in all 


he does.” 
© 1958, 8.F.0. cor: 


KENTUCKY STRAIGHT BOURBON WHISKY » BOTTLED IN BOND + 100 PROOF + BROWN-FORMAN DISTILLERS CORPORATION ¢ AT LOUISVILLE IN KENTUCK 
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“My! 
everything 
looks 
SO 

good!” 


...and it tastes so good, foo, 


97. The Sterno Hors d'Oeuvres unit 
s designed to permit attractive dis- 
lay of fancy dressed type hors 
J'oeuvres and hot canapes. Used 


lso for steaks, chops, etc. for direct 
_ erno 


EQUIPMENT 


served from 


696. Two | gailon compartments, 
ideal for buffets, etc., two hot 
entrees or entree and vegetable. 
Also for hot hors d'oeuvres. 


At buffet parties, cocktail parties, bars, banquets, 
dining table, guests are most pleased when 
they have a large choice of delicacies. When, in 
addition, hors d'oeuvres, vegetables, sauces, 
etc. are temptingly presented, piping hot, 
in attractive Sterno units, there will be no question 
of the success of your service. 


Complete catalog and price list 
upon request. 


Ste rno, inc. 


9 East 37th Street 
New York 16,N.Y. 


530. Sterno Roll Warmer is ideal for 
keeping rolls piping hot on buffets. 
Also used with carry strap for pass- 
ing rolls in dining room. 


687. Glamorous round copper 
chafer, 41/2 pints, adds color to 
your service. Ideal for crab new- 
burgh, lobster newburgh, chicken 
a la king, beef stroganoff, etc. 





694. This dome covered unit holds 
a massive 2 gallon food pan. Just 
the thing for big buffet parties. Big 
enough too for roast beef, baked 
ham, sliced meats and poultry. 


699. You can actually ‘‘bake’’ in 
this oven-proof crock. For pork and 
beans, chili, soups, etc. Available 
in 6 quart and 10 quarts. Ideal for 
“*soup of the day"’ served right in 
the dining room. 


Makers of STERNO CANNED HEAT FUEL 


Let us show you how STERNO can improve and beautify your serving operations. 
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ClOOrn tide;nrice 


Confidence is forged from the lessons of the past. Millions have learned that the 





perfection of Seagram’s 7 Crown is the same every time, everywhere, every drop. Therein lies the reason 


why more people place more confidence in Seagram’s 7 Crown than any other whiskey in the world! 


Say Seagram's and be Sure 


OF THE FIRST AND FINEST AMERICAN WHISKEY 


SEAGRAM-DISTILLERS COMPANY, NEW YORK CITY. BLENDED WHISKEY. 86 PROOF. 65% GRAIN NEUTRAL SPIRITS. 
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A. P. LaPorte has been named sales 
manager for open states of the Can- 


ss Dry wine and spits division The Manage ment 





ment of Gerry W. Brooks as assistant 
sales manager for open states. E. A. 
Markman succeeds Mr. Brooks as An Independent Publication 
western division manager. 
e «2 Title Registered 


W. B. Obermoeller has been ap- CONTENTS FOR AUGUST VOLUME XXXVII 
ointed sales representative for the 
No: theastern Illinois section of Aatell COVER 
& Jones, Inc., Philadelphia designers Go'fing Scene . 
anc manufacturers of paper table 
appointments, Mr. Obermoeller will FEATURES 
operate from the firm’s Chicago of- 
fice. 4754 Washington Blvd. 


* * * 





. Canadian Government Travel Bureau 
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Reuben R. Cordova has been ap- Solving the Golf Cart Problem. . 2) oe te Be a ee 
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Executive Stewards and Caterers As- How New York Athletic Club Celebrates 90th Anniversary . James H. Parker 
sociation and Ahrens Publishing Co. 


His headquarters will be in Chicago 
where he will be the Association’s 
public relations and promotion coun- Rum Drinks for Clubs . - s « 2 + « « Eeeerage/ Featucette 
sel and will function on special edi- CMA Publicity Display Contest. . . . . . .. John B. Carrigan 
torial and sales promotion assign- IRS Issues New Regulations on Club Tax Exemption . . . Walter Slowinski 
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James J. Wengert..Associate Publisher Johnson Poor Associate Editor 
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Richard H. Campbell, Chairman Gene F. Gilmartin John W. Bennett 


, — K. ampere has soy ag ae Indianapolis Athletic Club Cleveland Yachting Club Commercial Club 
outhwestern sales representative tor Marcus Indianapolis, Indiana Cleveland, Ohio San Francisco. California 


Ruben, Inc., Chicago uniform manufacturers. 
He is covering the states of Texas, Oklahoma, 


Louisiana and Mississippi. ona ee EDITORIAL, PRODUCTION AND BUSINESS OFFICE (Fr 
408 Olive Street, St. Louis 2, Missouri 
Chefs' Convention ‘eua® Telephone GArfield 1-5445 


The 1958 National Convention of REGIONAL ADVERTISING OFFICES 

- American Culinary Federation, — yew YORK CITY: 551 Fifth Avenue, Tel. MUrray Hill 2-2831. 

ae —— nip eee MILWAUKEE: Howard W. Clark, 757 N. Water Street, Tel. BRoadway 6-6154. 

has been announced by General Chair. LOS ANGELES: Smith and Hollyday, Inc., 5478 Wilshire Blvd., Tel. WEbster 8.0111. 

man Orby Anderson, chef at the San- SAN FRANCISCO: Smith and Hollyday, Inc., Russ Building, Tel. EXbrook 2-3723. 
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r : “11: as second class matter at the post office at St. Louis, Missouri, under the Act of March 3 
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lub. The Local Agent, Life Insurance Selling, Mid-Western Banker. 
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A booklet on party planning for 
clubs is now available for $1 from 
Crus MANAGEMENT. 

The 32-page booklet contains out- 
standing articles by club managers 
themselves on the methods of putting 
on a party. Included are numerous 
ideas for many different kinds of par- 
ties, describing exactly “how to do it.” 

For a copy, send $1 to CLus May 
AGEMENT, 408 Olive St., St. Louis 2, 
Mo. 
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A new gas-fired infra-red radiant 
broiler, first introduced to the public 
at the Chicago Restaurant Show, is 
now being marketed to clubs. 

Called “Magic-Ray,” the broiler can 
attain a temperature of up to 1650 de- 
grees F. in about 90 seconds. Ar- 
ranged on both sides of a grill inclined i N 
to the horizontal, radiant generators 
broil both sides of the meat at the 


same time with powerful infra-red 
rays. Broiling an average steak takes 


the imported as 

English Gin that Male Ray ne, Noble Staton, Cle 
outsells all a 

others combined 
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Beefeater—symbol of 
integrity in British tradition 
and in the finest English Gin 


... unequalled since 1820 The yellow mustard of H. J. Heir:z 
Co., has been introduced in sing 
portion plastic envelopes, ideal for a 


‘ club’s food catering service. 
BURROUGHS According to the company intensi\ 2 


research preceded market introdu: - 

BEEFEATER fn tion of the new package, and found a 

need for an inexpensive serving «! 

Imported by KOBRAND CORPORATION, New York 1, N.Y. 94 Proof, Distilled from Grain high quality mustard. The “tear and 
Write advertisers you saw it in CLUB MANAGEMENT: AUGUST, 1958 
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# attractive and 

: durable, for the 

‘ most economical 

} restaurant and 

# beverage operation 

















The complete line of Libbey Columbian Tumblers provides 
the right glass for every beverage. And because they’re Heat- 
Treated, these tumblers stand up under hard usage. . . deliver 
an amazing number of servings to assure operating economy. 








it : , ‘ 
Economy is assured by the famous Libbey guarantee: “A new 
Cc . KH . . «< > be . ” 
. glass if the rim of a Libbey ‘Safedge’ glass ever chips. 
The attractive shape of Columbian Tumblers lends beauty 
| to table settings, and every glass can be decorated with your 
n j <= d 


; crest or design for added prestige and distinction. 


MAKE YOUR OWN SURVEY 












d 

s Check the durability and economy of Columbian Tumblers 
¢ from the Heat-Treated mark on the bottom of every tumbler. 
d Left number shows the year of manufacture, and right desig- 
s nates the quarter. 

An audit of Libbey Heat-Treated DATED Glassware in 
restaurants of 7 major cities showed an average of 1,650 serv- 
ings per tumbler at a cost of 5.2 cents per thousand servings. 

See your Libbey Supply Dealer for details or write to Libbey 
Glass, Division of Owens-Illinois, Toledo 1, Ohio. 














Columbian Tumblers are available in a full range of ae —— 
nine sizes from 5-o0z. to 12-o0z. ct 
eae 
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H.T. No. 1833 -H.T. No. 1821 = H.T. No. 1820s H.T. No. 1818 H.T. No. 1810 H.T. No. 1816 =‘ H.T. No. 1825 =H... No. 1808 —_—+H.T. No, 1806 
: . 5 oz. 6 oz. 7 oz. 8 oz. 9 oz. 8 oz. 9 oz. 10 oz. 12 oz. 


LIBBEY HEAT-TREATED GLASSWARE O WENS -hnas NOIS 


AN @ PRODUCT GENERAL OFFICES + TOLEDO 1, OHIO 
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Good Party Giving 
Is a Fine Art! 


To give the best in parties 
get Club Management’s 


‘Party Planning Booklet’’ 


A handy guide of practical 
ideas from club managers— 


ideas you can use! 


Price: Just $1.00 


Just a few of the many ttems— 


Recipe for Successful Parties 
Party of the Week 

102 Special Events at a Club 
Build Parties Around a Gimmick 
Holiday Party Ideas 


. .. and many, many more 


Use This Handy Coupon Today! 


CLUB MANAGEMENT 
408 Olive Street 
St. Louis 2, Mo. 


Okay! | want "The Party Planning Booklet." 
Here's $1.00. Send it to me postpaid! 





TTT ITIL LEE: 
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squeeze” package is transparent. Its 
facing is imprinted with a red, blue 
and black design. Heinz is packing 
250 mustard envelope units to the 
carton. 


Latest in the Libbey Glass line of 
glasses for clubs and institutions is 
this 10-ounce footed hi-ball just intro- 
duced. 

Says Libbey: The glass is a con- 
versation piece and merchandising 
item. It also serves as a companion 
piece to the footed “on-the-rocks” 
glass introduced by Libbey earlier 
this year. 

For more information write Dept. 
CM, Owens-Illinois, Toledo, O. 


A special new shaker for instant 
egg white for club bars is the latest 
innovation of Cra- 
more Fruit Prod- 
ucts, Inc. 
Especially pop- 
ular in clubs is 
the instant egg 
white which gives 
a_ rich, thick, 
foamy “head” on 
many mixed 
drinks, also im- 
parting a smoothness, according io 
Cramore. 
For more information write Dept. 
CM, Cramore Fruit Products, Point 
Pleasant Beach, N. J. 


Cleanit, a new type of grill cleaner, 
is now available from Edward Den 
& Co. 

Don reports that 
it cuts grill clean- 
ing time by 90 per 
cent, leaves no res- 
idue on the gri'l, 
protects hancs 
from burns and ‘s 
sanitary and eco- 
nomical. Simple 

instructions are included with eaci 
unit, 

For more details write Dept. CM, 
Edward Don & Co., 2201 S. LaSalle 
St., Chicago. 





Put ’round-the-world prestige 


on your backbar with CANADIAN CLUB! 


Servep from Canada to Kenya, America’s 
foremost imported whisky adds an 
international touch to leading metropolitan 
clubs across the country. Your 

customers know there’s nothing else 


quite like it, anywhere. 
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TOWER Masesty Queen Eu2aseTn 
SUPPLIERS OF Camagyan Civ8 WHISAY * 
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THIS WHISKY 1s 6 YEARS OLD 
904 U.S. PROOF 





6 YEARS OLD... 
90.4 PROOF 


IN 87 LANDS...‘’‘’THE BEST IN THE HOUSE’’ 


IMPORTED WHISKY * MADE BY HIRAM WALKER 


PT 


IMPORTED IN BOTTLE FROM CANADA BY HIRAM WALKER IMPORTERS INC., DETROIT, MICH.e BLENDED CANADIAN WHISKY 
Write advertisers you saw it in CLUB MANAGEMENT: AUGUST, 1958 





A display of domestic wines at the Hous- 
ton Club helps boost sales. 


WINE 


and how to 


By Henry O. Barbour 


Manager 
The Houston Club 


promote it 


Part One: Buying and Displaying Wines 


INE consumption in the U. S. 

increases yearly; in 1956 it aver- 
aged more than seven bottles a per- 
son. You’d be surprised at the number 
of your members who enjoy wine reg- 
ularly at home, but await a display of 
interest on your part before ordering 
it at “The Club.” Showing this inter- 
est will open up a large, ready-made 
market. 

The sale of wine can be a profitable 
end in itself, like that of food, but, like 
good service, wine consumption can 
add much extra enjoyment, for food 
tastes better with a glass of wine. It 
adds “tone,” a touch of elegance, per- 
haps even a new “personality,” with 
resultant repeat business, both of 
food and wine. 

Wine competes with no beverage 
save perhaps ice water. 

There are several phases to wine 
promotion. By utilizing many of the 
following suggestions, The Houston 
Club had gross wine sales of $3300 
more in June 1958 than June 1956 
with same food sales. Food sales for 
the month this year were about $85,- 
000. Total wine sales last year ran 
close to $30,000 and this year that fig- 
ure may well be doubled. 


10 
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@ CLUB MANAGEMENT proud- 
ly presents the first of a two part 
article on wine by Mr. Barbour. 
In this article, he discusses the 
advantages of wine service, pur- 
chasing procedures, receiving 
and storing, and display. Next 
month he will discuss the many 
facets of merchandising wines in- 
cluding oral suggestions, prompt 
and correct service, service stor- 
age, glasses, and || tips to im- 
prove your club's wine service! 


Excessive markup has stifled wine 
sales more than any other one thing. 
The wine price structure can absorb 
a higher gross cost, as wine sales are 
extras. Think about it—the members 
are already there, the table and linen 
is there for food service, the waiter 
is there, etc., and like it or not, the 
member will compare your prices 
with package store prices, which are 
usually marked up 30 to 50 per cent. 

The same markup on wine as on 
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beer (usually 100 per cent) is gener- 
ally well received by the membership, 
but considerable resistance develops 
when the markup used for liquor is 
applied to wine. 

The Wine Advisory Board of Cali- 
fornia says standard palatable wines 
should cost no more than 25 per cent 
of the meal price. With a $2.50 aver- 
age check in your club, an assort- 
ment of full bottles (serving three or 
four) should be available at $2 with 
one white and one red dinner wine 
priced around $1.75. 

Successful wine promotion is based 
on selling three members three enjoy- 
able bottles for a total of $6, rather 
than one member one bottle for $€. 
The satisfied three will be back thre 


times to the other man’s once! 


Purchasing 


In stocking your cellar, much at- 
tention should be paid to the sound 
premium wines now being produced 
in our United States. Many tastings al 
over the country have proved tha‘ 
dollar for dollar American wines ar« 
peers of their Europeon ancestors. 

Choose wines that you and your 
staff like, in the price range that suit: 
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Next Month: 


Merchandising & Service 


your establishment, giving due recog- 
nition to these fine American wines. 
There should be some representative 
f the better years of outstanding 
Evropean vineyards for “that” occa- 
sicn when price is no object, plus 
so-nd regional representatives of 
ach principal foreign area. 
‘onsideration should be given to: 
General types of food served, 





See Page 35 
For Houston Club 


Wine List 





ie, Italian type wines with Italian 
type dishes. 

2. Climatic conditions, i.e... warm 
climates should have more whites and 
roses. 

3. Ancestry of large groups of 
members, i.e., good selection of Rhine 
and Moselle wines for predominant 
German extraction. 

4. Wines popular elsewhere in the 
area (from talking with wholesalers, 
package store proprietors, restaurant 
owners, and other club managers). 

5. Comments of your membership. 

6. The size of the inventory, the 
dollars of which should turnover 
twice a year. 


To determine, take 10 per cent (for 
the first year) of restaurant sales ex- 
cluding luncheon and grill sales, mul- 
tiply by your gross wine cost, which 
gives total annual purchases, divide 
by two for twice a year turnover and 
the result will be the inventory size. 
Example: 


Food sales $300,000 
10% possible wine sales $ 30,000 


Times 50 % gross cost $ 15,000 
(if 100% markup) 
Divide by 2 (turnover) $ 7,500 


Proceed slowly, allow plenty of 
time between purchase of different 
types; don’t make deals for 10 or 20 
cases; don’t be afraid to ask your sup- 
pliers for assorted cases; and don’t 
handle the products of only one or 
two vineyards. 

If your state law permits, first taste 
a new wine competitively with wines 
of the same type in stock or offered 
by other wholesalers. If you can’t, 
take a bottle when it is delivered and 
taste it in comparison. If the majority 
of your staff do not like it, no matter 
how slight their wine experience, 
there is a very good possibility that 
your members won’t either. 

All purchase orders should be writ- 
ten by one person, including the bot- 
tler’s name, the vintage year (if the 
wine has one), as well as quantity, 
price, bottle size, etc. 


A sputnik display of wine at the Houston Club. 
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Wine displays at entrance to dining room 
are changed monthly with some attempt to 
be topical. 


Several hundred thousand words 
could be written about vintages (wine 
from grapes all grown in the same 
year and area), particular years and 
whether it is important in this region 
or that, etc. Suffice it to say: If you 
have tasted a vintage wine, all of that 
year’s bottles will taste similar; if it 
is not a vintage, variation is possible 
but unlikely when purchasing an 
American wine. 


Receiving and Storage 


Check for broken bottles, and if not 
immediately put in bins, cases should 
be raised slightly so that air can cir- 
culate and the wine can touch the 
cork. Wholesalers replace broken bot- 
tles upon presentation of the still 
corked neck. They also will make 
good any “flat” sparkling wines or 
wines that have turned if claim is 
made within a month. 

In storage, an even day and night 
temperature as close to 60°F as con- 
venient is the most important consid- 
eration. Others: A dry area to pre- 
vent cork borer and roach activity; 
no direct sunlight; free of odors and 
vibrations; maximum security, per- 
haps with an IBM Recorder Lock, re- 
cording the traffic through the door; 
wine list posted. 

Bottles should be marked with 
number, either by marking pencil or 
with a metal edged tag tied around 
the neck and laid on their sides with 
the label up. This keeps the cork wet 
and prolongs the wine’s life, while 
sediment is deposited on the “bot- 
tom” side so that the wine can be 


(Continued on page 38) 
i 





Beverage Service in 


N Colonial days and for more than 

100 years thereafter food and labor 

costs were of little concern to the 
man who also sold drinks. 

In my younger days I heard many a 
traveler retell his experiences in New 
York or other cities and when they 
spoke of the almost negligible prices 
for meals—added “Of course they 
don’t try to make anything on the 
food—the bar (as they referred to the 
‘wine’ or beverage end of the busi- 
ness) takes care of all of that.” 

Let me assure you “those days are 
but memories.” Today, what with in- 
creased costs of every factor entering 
into the hospitality business, with 
federal, state and city taxes costing 
more than the beverage itself, we are 
hard put to make a profit on the com- 
bined food and beverage operations 
and it takes close attention to every 
detail to do that. 

Omar Khayam, in the eleventh cen- 
tury, said, ‘“ I wonder often what the 


By Harry J. Fawcett, Manager 


The Kansas City Club 
Kansas City, Missouri 


Vintners buy—one-half so precious as 
the stuff they sell.” I think our Uncle 
Sam found the answer to that: “fed- 
eral tax.” The items of federal and 
other taxes in the cost of the Vint- 
ners’ product today are equally as 
precious as the other items entering 
into the Vintners’ costs. 

I repeat: There is no longer the 
great profit in the beverage business 
without very close attention to all 
details. 

The first requirement for a good 
beverage business is a reputation for 
good drinks, for serving the brands 
which the member wants, for serving 
an honest measure in each drink, for 
careful mixing of all good drinks in 
accordance with the old-time tried 
and true formulas rather than the 
constantly changing formulas of the 
speak-easy and drugstore graduate 
bartenders who came after prohibi- 
tion was a memory. 

I strongly recommend that the bar 


Wine display at Kansas City Club. 


F a 
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book of Jacques Straube be followed 
completely in its preparation instruc- 
tions. A drink which he demands be 
stirred should never be shaken, and 
in my opinion there is no time saved 
by a skillful bartender in the use of 
the electric mixing machines. A good 
bartender can shake drinks just as 
fast with the old fashioned glass and 
metal cover and the resulting drinks 
are certainly a much better product. 
Mixed drinks that are mixed accord- 
ing to their original formulas, using 
the honest measure of the liquor 
called for in each recipe, will bring 
member satisfaction and insure a 
reputation for your beverage depart- 
ment. 

For the manager, one of the more 
important things is a cost control sys- 
tem; I mention only two forms of 
control although there are others. 
One is simply to take inventory at the 
beginning and end of a definite period 
and to measure the results obtained 
through the cash register or an audit 
of all the tickets for drinks sold 
against the percentage cost of the 
liquor which has been used. While 
this percentage cost varies according 
to the demands of the individual man- 
ager and according to the established 
policy of the club it is generally 
around 30 cents on the dollar, al- 
though this will vary from that 
amount, as a low, to about 36 cents 
for a high figure. For example, in my 
own establishment during a recent 
month our liquor cost was 33.3 cents. 

Another form of liquor contro] is 
one more applicable to a cash house 
but one which has been tried ard 
proved over many years. I call it the 
“selling price system”; we simply 
charge each bar with the expected re- 
turn at the prevailing price for each 
ounce or bottle of liquor issued to it. 
When an inventory is taken of such 
a bar, the difference must be in the 
cash register. If it isn’t there you have 
had loss or wastage of liquor. 
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T= principles basic to successful 
food merchandising apply equally 
to the beverage business. However, 
since operating a cocktail lounge is 
not quite the same as operating a res- 
taurant, any study of food and bever- 
age merchandising must include addi- 
tional guideposts for running a suc- 
cessful beverage business. 

It should be obvious that to build 
a good beverage business a bar must 
use quality ingredients. By quality 
ingredients is meant fresh fruits and 
fresh fruit juices; the best brands 
available in sodas, ginger ale, and 
cola drink, and only the freshest 
looking cherries, olives and other gar- 
nishes. It is not good business to 
spend $16.00 to $20.00 a gallon for 
whiskey, and then try to save money 
by using cheap mixers and wilted 
garnishes. 

Each manager should insist that his 
bartenders use standard measuring 
instruments for the ingredients of 
drinks. Many bartenders claim a nat- 
ural ability to pour exactly an ounce, 
an ounce and a half or an ounce and 
a quarter, but no manager should 
rely on such so-called “skilled” bar- 
tender. If he overshoots the measures 
by just one-tenth of an ounce, in ten 
drinks he gives away an ounce of 
whiskey. Or, equally bad, if he misses 
the measure by any degree he cheats 
the members. Members soon put con- 
fidence in a bar in which the Whiskey 
Sour tastes exactly the same, drink 
after drink, day after day. 

An open bar, as opposed to service 
bars, should carry and display na- 
tionally advertised brands of liquor. 
No manager should carry a stock bar 
whiskey and fill all orders from the 
same cat-and-dog brand, on the as- 
sumption that the member will not 
know the brand he is getting and 
therefore will not know the differ- 
ence. 

In many cases, a manager knows 
that a certain little-known brand of 
liquor is as good as, or superior to, 
some of the nationally advertised 
brands. For this reason he may let his 
personal preference dominate the 
stock he carries. However, well-ad- 
vertised brands exert a_ psycholog- 
ical effect on members. Rightly or 





@ This article is taken from a 
small portion of a book on food 
and beverage merchandising by 
Mr. Conner. The entire book is 
available from him, c/o Cornell 
University, Ithaca, N. Y., for 
$4.00 in the paper-bound edition 
of $6.00 for a hardcover edition. 











Beverage Merchandising 


By J. William Conner, Manager 


Statler Club 


Cornell University 


wrongly, people put a great deal of 
confidence in names which are famil- 
iar to them. They reason that a man- 
ufacturer cannot afford to spend the 
large sums of money necessary for 
national advertising on a product 
which does not live up to advertising 
claims. In addition, national advertis- 
ers help the local operator in his own 
selling job. 

Net profits are more important than 
a low bar cost. For example, a bar 
operating on a 40 per cent bar cost 
makes a gross profit of about $90 on 
each $150 in sales. A bar operating on 
a 30 per cent bar cost makes a gross 
profit of $70 on each $100 in sales. In 
the first case there is more activity in 
the cocktail lounge, and members are 
getting better value for their money. 
This apparent success may well draw 
more business. In the second case, the 
lower bar cost—which means either a 
smaller drink, or less expensive ingre- 
dients—will draw fewer people, sell 
less merchandise and leave the club 
with less money to pay for the labor 
and overhead for the establishment. 

This same argument may, of course, 
be carried to extremes; i.e., in oper- 
ating a bar with a 50 to 60 per cent 
bar cost, or even higher. The man- 
ager who favors such a high bar cost 
must know his members well enough 
to be sure of continuing business suc- 
cess. Many persons well-informed in 
beverage merchandising claim that 
the profit in most bars is too high and 
that, as a result, more and more peo- 
ple are beginning to drink at home 
or in the homes of friends. 

The merchandiser of beverages 
should do some close figuring in re- 
gard to the effect sizes and prices of 
drinks have on sales as long as prices 
stay within a reasonable range; in 
others, higher prices may possibly in- 
crease business. Generally speaking, 
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however, a specific membership will 
expect a first-class club to charge a 
certain minimum amount for a drink 
—say 60 cents for a Martini. A lower 
price might indicate to this member- 
ship that the quality is not what it 
should be. 

An interesting point to note is that 
a larger unit sale does not increase 
bar labor cost. For example, a four- 
ounce Manhattan at 65 cents takes no 
longer to make and serve than a 2%4- 
ounce Manhattan at 50 cents—but the 
gross is higher. In both instances, the 
same bar cost applies. If labor is high, 
it is advisable to serve a larger drink 
—the price remaining relatively the 
same, ounce for ounce—even though 
the guest check will be proportion- 
ately higher. A member remembers a 
large drink and special service far 
longer than he remembers the cost 
of the drink. ~: 

Most members order only one drink 
before dinner. Some simply want just 
one drink. Others might want more 
than one, but do not wish to look 
like heavy drinkers by ordering two 
or three cocktails before dinner. 
Therefore, a larger cocktail, at a pro- 
portionately higher price, will satisfy 
both types and help the business at 
the same time. 

A manager should avoid carrying 
too many brands of liquor and beer 
in regular stock. If instead of carrying 
four or five national beers and two 
locals, the operator carries 20 national 
brands and ten locals, it means he has 
a large sum of money tied up in in- 
ventory. Usually he must keep 15 
cases of each brand in inventory; he 
will also have about ten cases in 
empties, for which a deposit is re- 
quired. It is easy to see that quite a 
bit of money is thus unnecessarily in- 
vested in inventory. It is much better 

(Continued on page 42) 
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Cherry Hills Manager, Horace Duncan, says: 


“Several years ago when I first came to Cherry Hills Country 
Club, Ted Rupel, the grounds superintendent, and I had numerous 
meetings and discussions on general club and grounds management 
problems. We often discussed the electric cart situation and occa- 
sionally philosophized that in some years to come perhaps they 
might replace the caddie, but we were more concerned with the im- 
mediate need of accommodating members of our club who wanted 
to use electric carts with a minimum of damage to the course. 

“We are most fortunate at Cherry Hills to have a number of things 
to our advantage. We have exceptionally capable men on our 
grounds committee, who have a keen insight into the golfers’ prob- 
lems as well as a sympathetic viewpoint for the manager’s and 
greenskeeper’s problems. Additionally we are fortunate in having 
an extremely well-qualified and capable golf course superintendent. 
I feel privileged to be exposed to a greens superintendent of Ted 
Rupel’s caliber. Ted approached this problem of establishing paths 
on the golf course with well calculated plans and with diligent 
work and never ceasing energy developed the program described 





here.” 











Solving the Golf Cart Problem 


By Ted Rupel 


HIS report on what we at Cherry 

Hills Country Club have done to 
counteract damage done by electric 
golf carts has had to be delayed one 
year in order to report on our expe- 
rience. Now, after two seasons of 
golf, we feel we have some of the 
needed answers, but by no means all, 
to the lessening of cart damage. 

In the fall of 1955 it became quite 
apparent that we were having exces- 
sive grass damage due to concentrat- 
ed golf cart traffic. We observed two 
areas damaged most: 1. in front of 
the greens; 2. near the tees and ex- 
tending almost to the fairways. 

The first area was the easiest to 
correct. since it had a direct effect 
upon the played game. We easily took 
care of this by education and direc- 
tion of car traffic through small] di- 
rection signs. It became quite appar- 
ent that the golfer did not want to 
destroy his course in front of the 
green. 

These cart signs must be continu- 
ously watched and changed to differ- 
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Grounds Superintendent 
Cherry Hills Country Club 


Denver 


ent traffic channels when the grass 
shows excessive wear. Oddly enough, 
this must be more closely watched in 
winter than in summer due to Den- 
ver’s having more than 300 golfing 
days per year. For some reason the 
grass doesn’t grow here during five 
months each year. 

The second area, from along one 
side of the tees to the fairways, was 
the area of most wear. Try as we did, 
we found the golfer forgot all about 
his course after he had hit his tee 
shot. This led to much consultation, 
and we decided that we must put a 
hard-surfaced path in the areas of 
highly concentrated traffic. 

We then studied the aspects of 
gravel versus asphalt and concluded 
that asphalt, while more costly, was 
longer lasting and less of a mainte- 
nance problem. 

To begin with, we decided to build 
paths where most urgently needed. 
These paths were to be asphalt of fine 
gravel and sand two inches thick on 
two inches of three-quarter inch base 
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material rolled flush to ground level. 
The paths were to be five feet wide. 
These first paths were contracted to 
an asphalt paving contractor at $2.60 
per square yard. The ground crew at 
Cherry Hills cut out the paths and 
prepared them for the base material 
and asphalt. The paving company 
then laid the base and asphalt. 

These first paths were found to be 
quite expensive, hard to construct, 
and too narrow. The golfer was not 
conscious enough of his driving to 
stay on the five-foot path. This led to 
further wear and damage alongsid: 
the paths. 

It was not long before we found 
that we needed more paths due to ar 
increase in carts and traffic. Thi: 
caused further study into the cost anc 
specifications of future paths. W:« 
found that we could put down a! 
eight-foot wide path for $1.80 pe: 
square yard. This cheaper price wa: 
due to use of machines rather thar 
hand labor for laying asphalt. The 
ground crew again prepared the 
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Growing concern over the tragic spread of deadly 
infections has been reported in Medical journals, 
Saturday Evening Post, Readers Digest, and others. 


One of the important causes is airborne dust, 
which harbors the bacteria. This fine dust has 
unusual power of movement; a person walking 
over a floor can literally stir up an invisible 
cloud of it. 


Economical Hillyard CLEAN-O-LITE, developed 
to meet today’s higher standards for sanitation in 
public buildings, is a concentrated liquid detergent, 
deodorizer and sanitizer. As a cleaner, it ranks 


ASK YOUR HILLYARD “MAINTAINEER®” 


to help you draw up a comprehensive 
maintenance program covering all floors. His 
suggestions can lead to heightened floor appearance 
and wearability—and to lowered maintenance 
costs. No charge or obligation; he’s 


“On Your Staff, Not Your Payroll”’ 


ST. JOSEPH, MO. 
U.S.A. 


Passaic, N. J. San Jose, Calif. 


. 





Branches and Warehouse Stocks in Principal Cities 
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CIE should a Floor be? 


Yd Clean-O-Lite 


Gets the Dirt and Sanitizes—in Simple One-Step Application 





with the most efficient in loosening and lifting 
dirt without damage to the floor. 


At the same time, it has a high certified effective- 
ness in controlling bacteria on the floor. This sani- 
tizing action is residual—sanitizing properties 
remain on the surface cleaned. 


A special quality of CLEAN-O-LITE is the fact 
that it deposits no visible film or scum. It will not 
build up, or discolor floor or finish. Cuts labor 
time—it requires no rinse. Saves material cost— 
it cleans and sanitizes effectively in a one-to-forty 
solution. This is welcome news for the main- 
tenance budget! 


HILLYARD, St. Joseph, Mo. 





(J Please send me complete information on ways to combat 
airborne infections through floor maintenance. 

(1) Please have the Maintaineer call to discuss floor 
maintenance problems. 
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NUMBER 6 OF 





CO0L...and 
CAREFUL 


The rich essence of expensive 
grains flows over stainless steel 
to gently cool the “‘wort’’...and 
still retain full flavor and body. 

From this special step, the 
“‘wort’’ will enter silent cellars to 
ferment in the timeless ancient 
tradition of perfection that has 
made Miller High Life so fa- 
mous the world over. 

The use of extra steps . . . of 
extra care and watchfulness . . 


in this, the world’s finest brewery, © 


is the only way distinctive taste 
and quality can be placed on 
retail shelves. 

The use of cool, careful... 
and sometimes costly methods 

.. is the way Miller High Life 
passes on its pride . . . to the 
pride of those who offer better 
products to their customers. 

Today . . . more retailers than 
ever are finding that Miller High 
Life quality is worth more. . . 
because it means confidence from 
a more discerning public. 


Ca) 
Brewed only by the 


_ Miller Brewing Company 


in Milwaukee, Wisconsin 





ground for the paths and the asphalt 
contractor. The contractor then laid 
and rolled the base material two inch- 
es thick and then put down another 
two inches of asphalt on top. 

These new eight-foot width paths 
were found to be much more satis- 
factory, giving a neat appearance to 
the course while being very func- 
tional for concentrated traffic. This 
new path also served as a parking 
area near the tees. 

As is the case with every new item 
tried on the golf course, we made our 
mistakes. Luckily, none of these mis- 
takes were too serious. We found that 
one must pay particular attention to 
low spots on the course where mois- 
ture from watering will accumulate. 
Some of our paths had to cross these 
low spots. Regardless of how thick the 
asphalt was, eventually the carts 
would break up the asphalt in these 
low, wet areas. 

After two seasons of 50 carts on an 
18 hole course, we have come to the 


following conclusions and recommen- 
dations: 

1. Paths should be constructed to 
minimize hand labor. (In our case 
eight feet wide.) 

2. Base gravel should be a mini- 
mum of two inches thick after com- 
paction. 

3. Asphalt should be a minimum of 
two inches thick after compaction. 

4. Asphalt should not be a standard 
road mix, but a fine mix to allow 
walking golfers with spikes to use 
the paths. 

5. Carts should wear the grass a 
little to show where the paths should 
be located. 

6. Paths should have a slight crown 
to drain off all water and be one inch 
above ground level. 

7. Adequate drainage should be 
placed in low spots to keep moisture 
from under asphalt. 

8. Hire a good asphalt contractor 
with good engineers to avoid mis- 
takes in construction. 





Sixth Tee House Builds Business 


Tuis is the new Sixth Tee House at 
the Minneapolis Golf Club, which was 
almost laughed out of existence when 
it was first suggested. Today, how- 
ever, Manager Stuart Johns reports 
the “House” does a profitable sand- 
wich, soft drink and beer business of 
about $1800 a month during the golf- 
ing season, and members wouldn’t be 
without it. 

Originally designed to provide de 
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luxe toilet accommodations, the con- 
crete block building, cesspool, hot 
water heater and refrigeration cost 
about $5000 complete. 

A gimmick that’s very popular is a 
chalk board which members can 
check to see if they have any phone 
messages. Manager Johns, shown 
using the phone, says the “House” 
also helps relieve player congestion 
in the clubhouse. 





James H. Parker 


FOR just a few hours one night last 
spring, the New York Athletic 
Club took on a nostalgic tone as its 
members and their guests took part in 
the first of a series of celebrations 
marking the club’s 90th birthday in 
the main dining room. 

Although still ten years short of 
its golden anniversary, the affair fash- 
ioned a golden theme as the decor 
of the regal dining place was embel- 
lished with gold-colored tablecloths 
and napkins and various other im- 
pressive accouterments. 

The progress of the New York 
Athletic Club was never more in evi- 
dence. Close to 1000 celebrants proved 
anxious to pay tribute to the memory 
of the founders of what is now the 
leading club of its kind in the world. 
The night was a long cry from the 
days three men sat in the back parlor 
of a house on New York’s Sixth Ave- 
nue planning a haven for young men 
interested in the promotion of phys- 
ical culture. Never did they dream 
that 20 years later nearly 10,000 would 
respond to their original idea—even 
though only 14 answered their orig- 
inal call. 

The response of club members to 
this memorable affair also proved 
the success of future celebrations 
slated for this year. Several hundred 
more members were anxious to at- 
tend the formal event but it became 
necessary to close reservations when 
a capacity gathering was assured. 

Of course the big event and the 
one we will be pointing to and pre- 
paring for is the big 80th Anniversary 
Birthday Party which will be held 
in the Club Gymnasium October 16. 

We expect to have approximately 
1500 members and guests in attend- 
ance—prominent among which will be 
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How New York Athletic Club 
Celebrates 90th Anniversary 


By James H. Parker 


General Manager 


the high dignitaries of New York City 
and New York State. 

There is tremendous amount of 
work to be done in connection with 
this dinner. The club is made up of 
many groups within the club which 
include golfers, swimmers, tennis play- 
ers, etc—as a matter of fact, 28 
groups. All groups are contacted in- 
dividually, and reservations are ac- 
cepted within the different groups. 
Tables of ten are set up with signs 
on each, designating the group, making 
a colorful affect. 

The gym will be done in red-white- 
blue bunting and there will be a 
raised dais to accommodate approxi- 
mately 18 persons. 

We will serve a deluxe dinner with 
filet mignon as the main course. In 
one corner of the gym is an instruc- 
tor’s room and portable stoves are 
rolled into this room and hooked into 
a gas-line. Of course the food is all 
pre-cooked and kept warm by this 
arrangement; we can actually serve 
approximately 1500 perfectly with 
warm food and hot plates using this 
arrangement. 

The “program” itself will be an 
elaborate one depicting a little of the 
proud history of the club with pic- 
tures, etc. 

The actual founding of the club 
was laid in 1866, but the club itself 
was opened in 1868, converting a 
parlor into a modestly equipped gym- 
nasium. Membership was set at 50. 

As the club became more popular, 
pressure increased for expanded quar- 
ters and more members and member- 
ship had risen to 2000 by 1881. And, 
in 1885 the club moved into its first 
home of its own, at the corner of 
Sixth Avenue and 55th Street. 

Under the direction of President 
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William R. Travers an island estat« 
was purchased in 1887 and the “sum 
mer home” of the club is now called 
Travers Island. 

The club moved to larger quarters 
in 1898 and in 1923 started work on 
a 24-story, $7,000,000 clubhouse which 
is now the home of the club. 

Originally formed “to sponsor and 
foster the spirit of amateur athletics,” 
the club, through its representatives, 
has captured 22 Olympic champion- 
ships, hundreds of national champion- 
ships and regional competitions. 

The club serves more than 350,000 
meals a year, has 291 sleeping rooms, 
operates its own print shop, and laun- 
dry, and facilities include a rowing 
room, golf school, weight-lifting, box- 
ing, fencing, wrestling, squash, hand- 
ball, swimming, steam rooms, lounges, 
card rooms, libraries and many others. 


NYAC Anniversary Cake 
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Still another fine product has 





been added to the quality line your Kraft Man sells! 


The olives packed under the Kraft Label are the 
finest our scouts can procure. 

Kraft Spanish Olives are grown and cured in 
the Seville province, Spain, most famous olive 
country in the world. They are shipped:in bulk 
to America where they are hand packed. 


In glass gallons... 
€ Whole Queens— Large 4 Pimiento-Stuffed 


Queens—Jumbo 


9 Whole Queens—Jumbo Pitted Manzanillas 
—Large 


Pimiento-Stuffed Queens 6 ] * Pimiento-Stuffed 
—Large 


* Also packed in glass quarts 


In #10 tins... 
Plain Ripe Plain Ripe Plain Ripe 
7d —Large © —Jumbo © — Colossal 


THE NATION’S TASTE 





Manzanillas— Large 


IS YOUR BEST BUYING GUIDE 


Kraft Ripe Olives are the renowned ‘‘California 
Blacks.” The best grades are selected by Kraft 
and packaged for a discriminating clientele. 

You will find it costs no more to standardize 
on Kraft quality. Ask your Kraft Man to show 
you samples the next time he calls on you. 


KRAFT 
Foods 


INSTITUTIONAL 
Division 





Division of National Dairy Products Corporation 














Armand C. Chapeau 


Armand C. Chapeau, 48-year-old 
general manager of the Druid Hills 
Golf Club, Atlanta, died July 15, of a 
heart attack. Mr. Chapeau had suf- 
fered a heart attack earlier in the 
year but was believed to be recover- 
ing. 

Born in Savannah, Mr. Chapeau 
had been with Druid Hills for 11 
years. Widely known in the club and 
food fields, Mr. Chapeau was regional 
director of the CMA, a past president 
of the Georgia Cracker Chapter, and 
a tcrritorial director of the Executive 
Stewards and Caterers Association. 

Surviving Mr. Chapeau are his wife, 
the former Pauline Barry; a son, Ar- 
mand L. Chapeau; a daughter, Miss 
Carolyn Chapeau; his mother, Mrs. 
Elizabeth Chapeau; and a sister, Mrs. 
Frank B. Langley, Jr., all of Atlanta. 

Pallbearers for the funeral included 
Clyde Mingledorff, former CMA pres- 
ident, B. C. Mundy, James Taylor, 
William Yohannan, James Fisher and 
Tony Sarver. The escort consisted of 
the board of directors of Druid Hills. 

tf de ce 

Everett Lott, manager of Lakeside 
Country Club, Lafayette, La., died 
last month at the age of 42. He is sur- 
vived by his wife, Judy, and his son, 
David. Mr. Lott was a member of the 
CMA and the Texas Lone Star Chap- 
ter. He was a club auditor from 1951 
to 1954 and became manager of the 
Riverbend Country Club, Lafayette, 
in 1954. He also managed the Town 
House in Lafayette. 
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Henry and Anita Holl, who re- 
signed from the Evansville (Ind.) 
Country Club in order to make an 
extended tour of Europe, sent post 
cards from both Germany and France, 
two of the countries on their itiner- 
ary. They are now back home. 


te th te 


Joseph P. McConahy, manager of 
the Athenian-Nile Club, Oakland, 
Calif., was a recent visitor to Kansas 
City, Mo., where he stopped at the 
Kansas City Club, managed by Harry 
J. Fawcett. 

Mr. McConahy had nothing but 
praise for the club’s facilities, remark- 
ing that “just like the city, everything 
is up to date at the Kansas City 
Club.” 


eh he 


William G. Heuter has resigned as 
manager of the Forest Hill Field 
Club, Bloomfield, N. J., and on June 
17 took charge as manager of the 
Knoll Golf Club, Boonton, N. J. 


Alice M. Goodman 


Alice M. Goodman has been ap- 
pointed manager of the Oak Park 
(1ll.) Club by the club’s board of 
directors. For the past 26 years she 
had been manager of the club’s din- 
ing room, until April of this year 
when she was appointed acting man- 
ager of the club. Her new position 
will include supervision of the club’s 
entire facilities. 


& & 


Thomas E. Bennett reports that he 
has resigned as manager of the Rut- 
gers University Alumni-Faculty Club, 
New Brunswick, N. J., to become 
flight purser for Trans World Airlines 
on their international routes. His new 
job will include making three trips 
monthly to either London, Paris, Lis- 
bon, Rome or Frankfurt. 


Manager Jack Bayard of the Parkersburg (W. Va.) Country Club is shown admiring his 
club's new $55,000 swimming pool, which was officiatly opened last month. The unusual casual 


furniture shown around the pool is Ames Aire. 
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The high quality and outstanding flavor 
of Sexton Bar-B-Q Sauce is a real repeat 
business builder—an appetizing invitation 
to “come again soon.” 

You get unequalled economy. Sexton 
Bar-B-Q Sauce can be extended over 50% 
without materially affecting’ flavor. You 
can cut preparation costs 22% by adding 
a 46 oz. can of tomato juice to a number 


For outstanding flavor and downright economy 


SEXTON BAR-B-Q SAUCE 


10 can of Sexton Bar-B-Q Sauce—15% by 
adding a number 10 can of tomato puree 
to 2 cans of sauce. Sexton gives much 
more than ordinary Bar-B-Q Sauce—you 
get a basic sauce adding new taste delights 
to standard menu items like beef hash. 

Serve Sexton Bar-B-Q Sauce—goes twice 
as far—tastes twice as good. John Sexton 
& Co., P.O. Box J. S., Chicago 90, Illinois. 


DIAMOND 
ANNIVERSARY 
1883 °1958 


Sexton2—4 
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Harry E. Krueger, 63, died on June 
18 in Upland, Calif., after having been 
ill for the past year with heart trou- 
ble. 

Mr. Krueger for many years was 
engaged in club business, having man- 
aged Midlothian Country Club, Chi- 
cago; Minikahda Club, Minneapolis; 
Knollwood Golf Club, Birmingham, 
Mich.; the California Golf Club, San 
Francisco; and the Hacienda Golf 
Club, La Habra, Calif. For the past 
year, however, he and his wife, Marie, 
had specialized in selling ranches in 
the Chino, Calif., area. 

Mr. Krueger is survived by his 





drinks ~ 











widow, Marie, and a son, 
Charles Krueger. 


& th 


Mr. and Mrs. Claus W. Andersen, 
manager of Colonial Country Club, 
Fort Worth, on July 10 flew to Den- 
mark where they will spend several 
weeks visiting his homeland and rel- 
atives. Mr. Andersen reports he will 
also visit the Tuborg Brewery, home 
of Tuborg, a beer which has become 
very popular at Colonial since he in- 
troduced it some time ago. 


me & 


Ferd L, Clemen, retired manager 
of the Queen City Club, Cincinnati, 
writes from London that he is on a 
tour of Ireland, England, Holland, 
France, Switzerland and Italy. “I love 
Ireland,” he reports, “and London is 
most interesting with good food but 
warm beer.” 


Harry 
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Edward J. Leyden, who retired as 
general manager of the Kenwood Golf 
and Country Club, Bethesda, Md., in 
1949, died in New York City on June 
14. He also had managed such clubs 
as the Stamford (Conn.) Yacht Club; 
Milburn Country Club, L, I, N. Y.; 
Bonnie Briar Golf & Country Club, 
Scarsdale, N. Y.; and Wykagyl Coun- 
try Club, New Rochelle, N. Y. 

Mr. Leyden was one of the found- 
ers of the Metropolitan Club Man- 
agers Association of New York and 
served as vice president, secretary 
and treasurer. He also had been a 
member of the CMAA for many years. 

He was the last member of an 
immediately related family which had 
been engaged in the hotel business in 
New York since 1790. He was born in 
Lockport, N. Y., on April 3, 1879. 


R. Haskell Blaisdell 


New general manager of the St 
Clair Country Club, Pittsburgh, is 
R. Haskell Blaisdell, for the past two 
years manager of the Oakwood Club 
in Cleveland. For four years he was 
manager of the renowned Mory’s nea1 
the Yale University campus. 

Mr. Blaisdell is a native of Lake- 
wood, Ohio, and is a graduate of the 
School of Hotel Administration, Cor- 
nell University. 

St. Clair is one of the oldest coun- 
try clubs in the Pittsburgh district, 
and has a membership of more than 
800. 
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Recently appointed general man- 
ager of the La Cumbre Golf and 
Country Club, Santa Barbara, Calif., 
was Fred A. Hutchinson. He had 
managed the Portuguese Bend 
(Calif.) Club for the past four years 
and prior to that was general man- 
ager of the El Rio Country Club, 
Tucson. 


General Manager Eric G. Koch of North Hills Golf Club, Douglaston, L. I., N. Y., in June 
was honored by his club for completing 30 years of service. More than 350 enthusiastic club 
members attended a special testimonial dinner at which Mr. Koch was presented with a scroll 
and gift from the members. Also present at the party were members of the Metropolitan, New 
York City and Connecticut chapters of the CMAA. In the photo are shown Walter J. Corno, 
Mr. Koch, George A. Haag, Timothy W. Foley, president of North Hills, and Jerome F. Glasser. 
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Its a Taylor Wine...and they'll love it! 


When they dine out—or when they entertain at home—people enjoy more 
Taylor New York State Wines than any other single quality brand. In fact, 
one fourth of all quality wines sold in the United States are Taylor Wines. 

With thirteen types of still wines and three champagnes, the complete 
yet compact Taylor line provides the right wine for any taste or occasion. 


Taylor Wines are nationally advertised in full-page 
space all year round—in Time, Newsweek, Holiday, 
Red Book, Cosmopolitan and other leading magazines. 
In quality wines, Taylor is the name people know and 
order with confidence. 





TAYLOR New York State WINES and CHAMPAGNES 


THE TAYLOR WINE COMPANY, INC., VINEYARDS AND WINERY. HAMMONDSPORT. N. ¥, 
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Another new club is being built in Dallas, the Industrialists Club in the Brook Hollow in- 
dustrial district. This architect's sketch shows how brick and glass are being combined to give 
an effect of modern simplicity to the club's exterior. 


Henry J. Ceasor is the newly ap- 
pointed manager of the Century 
Country Club, Scottsdale, Ariz. He 
succeeds Robert H. Schwarz who is 
now with the Investment Manage- 
ment Co. of Arizona. 

Mr. Ceasor, who has been manager 
of the ABC Club and Paradise Valley 
Country Club in Arizona, the Black 
River Country Club, Port Huron, 
Mich., and the Lake Pointe Country 
Club, St. Clair Shores, Mich., writes 
that the club’s building program will 
begin in August with the construc- 
tion of a small, 5200 square-foot club- 
house. The master clubhouse and 
swim pool will follow. The club’s 


golf course was opened on February 8. 


te te th 


John W. Ney writes that on July 1 
he assumed management of the Coun- 
try Club of Petersburg, Va. He was 
formerly manager of Twin Hills Golf 
& Country Club, Joplin, Mo. 


me & 


Jeff MacLeod is the newest addition 
to the L. Charles Lockwood family, 
having been born on May 24 at the 
Moses Cone Memorial Hospital in 
Greensboro, N. C. 

Mr. Lockwood is manager of the 
Greensboro Country Club. 


& & 


New manager of the Alonzo Cud- 
worth American Legion Club, Mil- 
waukee, is Charles E. Campbell. He 
succeeds Calvin Buswell who re- 
signed recently to become manager 
of Merrill Hills Country Club, Mil- 
waukee. 

Mr. Campbell is a graduate of the 
Denver University School of Hotel 
and Restaurant Management, and has 
had considerable experience in food 
service operations, most recently hav- 
ing been manager of the Ivy Inn 
Motor Lodge in Madison, Wis. 
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Edward A, Vetter, manager of Port- 
age Country Club, Akron, and CMAA 
director, has just been released from 
the Cleveland Clinic after minor sur- 
gery and is back at his club. 


me th & 


Rene de la Torre is now manager of 
the exclusive Bogey Club, St. Louis. 
Formerly he was manager of Glen 
Echo Country Club in St. Louis. 


te he 


Russell Carpenter, formerly man- 
ager of Owl Creek Country Club, An- 
chorage, Ky., has been appointed 
manager of the Lexington Country 
Club. 


Miss Katherine M. Barrett, office 
manager for CLUB MANAGEMENT and 
four other Clark Publications is tak- 
ing a 5-weeks trip to Europe. She 
will visit the World’s Fair in Brussels 
and go to Paris, Lourdes and London 
and will spend 2 weeks visiting rel 
atives in Ireland. 

Miss Barrett left August 1 fron 
New York, sailing on the S. S. Staten- 
dam. She will return to this country 
by Pan American Air. 


me & tb 


Joseph N. Kennedy, manager of the 
Midday Club, Philadelphia, has ap. 
pointed Paul N. Keck as executive 
chef. 

Mr. Keck was born in Hungary and 
for the past four years had been chef 
at the Falcoln House, Havertown, Pa 


me & 


Eddie Grenard, manager of the 
University Club of Detroit, and for- 
mer president of the CMAA, writes 
that on June 15 while he and his 
wife, Jane, were returning from a 
Florida vacation they were involved 
in an automobile accident and spent 
a week in the Sweetwater (Tenn.) 
Hospital. 

Both Eddie and Jane suffered bro- 
ken ribs and multiple bruises, and 
Jane’s face was badly cut. Both are 
home now, however, and are well on 
the road to recovery. 


This is the regular Thursday night buffet served at the Old Pueblo Club, Tucson, oldest club 
in the state. The table is six inches higher than the standard, which makes for much easier 
sampling. In front is a gold drape made much like a slip cover, and although it appears there 
is just one table actually there are three, each table having its own drape front, and each 
end covered. In this manner, reports manager R. S. Fram, one, two or three tables can be 
used. Each drape is sewn in one piece and is easily installed with thumb tacks, pins, etc., to 
keep it straight. The top piece, which lies flat on the table, is of muslin. It is covered, of 
course, with linen. The only items missing are the "sneeze boards,"' required by the State 
Board of Health, which were left off for the picture. Included in picture are Dick Heatley, 


catering manager and Chef David Velazquez. 
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SLEEPING SEATING DINING OFFICE 


All HUNTINGTON patterns have clean tailored lines. 
Cases and tables have plastic tops. Finishing ma- 
terials are baked on, resulting in a stain resistant 
finish that requires a minimum of maintenance. 
Select your furniture from HUNTINGTON’s extensive 
group of patterns for every purpose. 


Send me complete information 9 = 


Name 





Company. 
City. 
Attach to your letterhead and mail to: 


HUNTINGTON FURNITURE COR- 
PORATION, Huntington, W. Virginia. 
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THE CHASTENED 
OPTIMIST 

(in which he returns 
from London 

a wiser man, 
convinced at last 

all Lamplighter Gin 
is now 

in American hands) 





LAMPLIGHTER 
GIN 


The costlier English Gin Americans now have firmly 
in hand—as dry as you can buy. 

LONDON DRY GIN DISTILLED FROM GRAIN. 94 PROOF. 
IMPORTED BY McKESSON & ROBBINS, INC., N. Y., N.Y. 
©1958 McKesson & Robbins, Inc., N. Y., N. Y. 
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Club Menu Includes Recipes 


Tuis spring the Indiana Brewers As- 
sociation staged a silver anniversary 
dinner commemorating the return of 
legal beer to Indiana at the Indian- 
apolis Athletic Club. 

As an added feature of the dinner 
Manager Richard Campbell had the 
menu printed showing the recipes for 
each dish and the recipes were family- 
size so that members could take home 
the menus and try the dishes in their 
own kitchens. 

Here is the menu, with the recipes: 


Hoosier Canapes 


1 Package Brie Cheese 
2 teaspoons beer 
Rolled Anchovies 


Mash Brie cheese with fork and add 
beer slowly. Blend to a smooth paste. 
Place a small mound of the cheese 
mixture in the center of a square 
salted cracker. Make a depression in 
the cheese and place rolled anchovy 
in the center. 


Indiana Onion Soup 


4 large onions 

4 tablespoons fat 

2 cans condensed bouillon 
1% cups water 

12 oz. beer 

Salt and pepper 

6 toast circles 

Grated parmesan-type cheese 


Peel onions; slice thin; cook in fat 
until soft and golden brown. Combine 
bouillon, water and beer; add to on- 
ions. Simmer, covered, 45 minutes. 
Season to taste with salt and pepper. 
Pour into soup bowls. Top with toast 
slices. Sprinkle generously with Par- 
mesan cheese. Yield: 6 servings. 


Indiana Ham 


1 pre-cooked ham 

Whole cloves 

1 cup brown sugar 

1 tablespoon cinnamon 

1 tablespoon dry mustard 
2 tablespoons vinegar 

12 oz. beer 


Place ham on rack in open roaster 
in moderate oven, 325 degrees F. Bake 
¥% hour. Remove rind. Score fat diag- 
onally in two directions to form dia- 
monds. Combine brown sugar, cinna- 
mon, mustard and vinegar. Add enough 
beer to form paste; spread over top of 
ham. Return to oven. Bake 1 hour 
longer, basting frequently with re- 
maining beer. Skim off excess fat 
from pan drippings. Measure remain- 
ing liquid; add enough water to make 
2 cups. Add 2 tablespoons fat and 3 
tablespoons flour to roasting pan; 
blend over low heat. Add liquid; stir 
constantly until thickened; simmer 5 
minutes. Season to taste with salt and 
pepper. Serve with ham. 


Hoosier Asparagus 


% Ib. processed American cheese— 
diced 

1% teaspoon dry mustard 

1% teaspoon cayenne 

1% cup cold beer 

24 stalks asparagus cooked 

6 slices crisp toast 
Combine cheese, seasonings and 

beer. Place over hot water. Cook 

slowly, stirring constantly, until 

smooth. Arrange asparagus on toast. 

Serve with Cheese-beer sauce. Ap- 

proximate yield: 6 portions. 


Indiana Sweet Potatoes 


6 medium-sized sweet potatoes 
2 tablespoons butter 

1 teaspoon salt 

1 cup beer 


Cook sweet potatoes in rapidly boil- 
ing salted water 30 minutes or until 
tender. Peel and slice, 44” thick. Place 
in casserole. Dot with butter. Sprinkle 
with 14 teaspoon salt. Add beer, cover. 
Cook in hot oven (400 F.) 1 hour or 
until beer is almost absorbed. Sprinkle 
with remaining salt. Serve hot with 
plenty of melted butter. Approximate 
yield: 6 portions. 


Hoosier Cabbage Slaw 


1 medium-sized head cabbage 
2 tablespoons celery seed 

1 green pepper, shredded 

1 teaspoon minced onion 

1 teaspoon salt 

1 cup mayonnaise 

14 teaspoon pepper 

ly cup beer 


Shred cabbage. Add green pepper, 
celery seed, onion and _ seasonings. 
Thin mayonnaise with beer. Add to 
cabbage. Toss thoroughly. Chill. Ap- 
proximate yield: 6 portions. 


Indiana Chocolate Beer Cake 


134 cups sifted cake flour 

1 teaspoon baking powder 

14 teaspoon baking soda 

1% teaspoon salt 

\ cup butter 

1 cup sugar 

2 eggs, separated 

2 squares (2 ounces) unsweetened 
chocolate, melted and cooled 

34 cup beer 


Mix and sift flour, baking powder, 
baking soda and salt together three 
times. Cream butter until soft. Add 
sugar gradually, beating after each 
addition until light and fluffy. Add 
egg yolks, one at a time, beating until 
well blended. Add chocolate. Beat un- 
til smooth. Add flour alternately with 
beer, a small amount at a time, beat- 
ing until smooth after each addition. 
Fold in stiffly beaten egg whites. Turn 
into 2 greased, seven-inch layer tins. 
Bake in moderate oven (375 degrees 
F.) 30 minutes or until done. Spread 
Butter Frosting generously between 
and on top layers. 
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CLAMOR IS WHAT YOURE GETTING WITH 


Those big Ripe Olives 
in the relish dish 


@6::.. Olives encourage return engagements from 
the very people you most want to see again — the patrons who 








aren’t about to ask “What Price Glamor?” 

You serve Ripe Olives? Okeh — always serve enough to last 
throughout the relish course. Be a considerate host. 

Satisfy your patrons’ penchant for Ripe Olives and you may 
retire sooner than you think! 





The aristocratic sizes of Ripe Olives are Giant, 
Jumbo, Colossal and Super Colossal! 
Olive Advisory Board, San Francisco, California, 
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Krole Kod. Label S 


... created for deep frying 


This recipe for Fried Pies was developed in the Kraft Kitchens for use by the Food Service Industry. 


Py 





Ingredients for 24 servings 


4% cups flour, sifted 24 cup Kraft Brown Label 
24 cup sugar Shortening 
1% tablespoonsbakingpowder 1 cup milk 
2 teaspoons salt 2 eggs, slightly beaten 
* * * 





Kraft Red Label Shortening gether with fork. Deep-fry in 


Confectioners’ sugar 


Sift dry ingredients together; 
cut in shortening. Add milk 
and eggs to form soft dough. 
Roll dough thin; cut with 4- 
inch round cutter. Place a 
rounded tablespoon of filling 
on half of each round. Wet the 
edge; fold other half of dough 
over filling and press edges to- 


Kraft Red Label Shortening 
at 375° for 14% minutes. Drain; 
sprinkle with confectioners’ 
sugar; serve hot. 


Apple Filling—1 pint for 24 
servings: Combine 1% pints 
canned apples, drained, % cup 
sugar, 4 teaspoon cinnamon. 
Simmer ¥% hour, stirring occa- 
sionally; cool. 





Kraft Red Label Shortening deep-fries better at lower cost because it was 
formulated especially for use in your fry kettles. 
This hydrogenated shortening is made from choice vegetable oils. It 
elite offers long frying life and high stability. There is less fat loss because 
KRAFT absorption is low. Foods fried in Kraft Red Label have an appetizing 
color and are deliciously crisp. 


Give Kraft Red Label a trial in your fry kettles—see the difference 
the right shortening can make! 


Shortening 











There’s a right Kraft Shortening for every need. BLUE LABEL—your hydrogenated all-purpose 
shortening. BROWN LABEL — your high emulsifying shortening for fine baking. GREEN LABEL 
—your economical standard shortening. RED LABEL—your specially formulated shortening 
for deep frying. All available in 50-lb. and 110-lb. drums, and in 50-lb. cartons 










KRAFT 


Foods Company 















Ins? aL 
DIVISION 


THE NATION’S TASTE IS YOUR BEST BUYING GUIDE 
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Officers 
Presiden 
SOYCE CHANEY, Northwood Club, Dallas. 


Vice President 
DANIEL M. LAYMAN, Union League of 
Philadelphia. 
Secretary-Treasurer 
<ENNETH MEISNEST, Washington Athletic 
Club, Seattle. 
Executive Secretary 


FE gs LYON, — Connecticut Ave., 
N. W., Washington 6, D. C. 


— 


Directors 


JOAN BENNETT, Commercial Club, San 
Francisco. 


JOIN T. BRENNAN, Birmingham Country 
Club, Birmingham, Mich. 


RICHARD H. CAMPBELL, Indianapolis Ath- 
letie Club. 


RICHARD E. DALEY, Army Navy Country 
Club, Arlington, Va. 


A. M. DEICHLER, JR., City Midday Club, 
New York. 


JOHN J. DEVERS, Tam ne Country 
Club, Orchard Lake, Mich 


5 eed S. GUYNN, Decatur Club, Decatur, 

ill. 

S. T. SHEETS, Lake Shore Country Club, 
Glencoe, Ill. 


ih  tetienemen Portage Country Club, Akron, 
wa 


Regional Directors 
J. Dave Anderson, Pensacola C.C., Fla. 
Robert M. Bernnard, Tacoma C. & G.C., Wash. 


Thomas B. Burness,. California Club, Los 
Angeles. 


Jules Cates, East Ridge C.C., Shreveport, La. 
Carl J. Engelhardt, Yale Club, New York. 

J. E. Harling, C.C. of Spartanburg, S. C. 

~— Haug, Indian Hills C.C., Kansas City, 


Harold T. Heuber, The C.C., Brookline, Mass. 


Kenneth M. Kowalsky, Woodhill C.C., Wayza- 
ta, Minn. 


Paul B. Lampe, Norwood Hills C.C., Nor- 
mandy, Mo. 


Paul A. Manuel, Del Paso C.C., Sacramento, 
Calif. 


Richard P. Maynes, Tucson C.C., Ariz. 


Edwin G. McKellar, Oahu Country Club, Hon- 
olulu, T. H. 


Arno C. Meyer, Hillwood C.C., Nashville, 
Tenn. 


Stephen G. Norrish, Lambton G. & C.C., To- 
ronto, Can. 


Charles C. Rankin, Green Gables, C.C., Den- 
ver. 


H. E. Roach, Petroleum Club, Wichita, Kan. 
Fred E. Shaner, Youngstown Club, O. 
Lowell S. Smith, Detroit Club. 


owe T. Snell, Ambassador A.C., Salt Lake 
ity. 


Floyd A. Spate, Tew C.C., McKees- 
port, Pa. 


Raymond A. Wagman, Racine C.C., Wis. 


Bulletin of the 


CANAD CLUB MANAGERS ASSOCIATION 


OF AMERICA 


VOL. XIV AUGUST, 1958 No. 5 


DEAR FELLOW MEMBER: 


Your chapter relations committee, with the approval of the board of direc- 
tors, has started upon a program that will require the assistance and coopera- 
tion of many members. We feel that the final results of this program will be 
beneficial to all. 

It is our plan to build up a chapter history file for our national office, based 
upon information already submitted and in our possession, plus the informa- 
tion that we need from each one of you. We also intend to establish definite 
boundaries for chapters where they are not now distinct and will issue new 
charters to all chapters not having one. 

As our first step in this undertaking, your chapter officers are being called 
upon to give a complete history of your chapter, starting from its inception. 

This is where YOU come in with a helping hand. Many of you have helped 
form chapters other than the one to which you may now belong. The informa- 
ticn you have may prove extremely beneficial to a chapter’s officers who may 
be seeking the “missing link” in their history. That bulky folder in your office 
from the days you were an officer in your chapter may even have your original 
charter, and enough pertinent information in it to make a chapter’s history 
complete. So—without being asked, get it to the chapter officers who may be 





looking for it. 


If everyone of us will do his part in this undertaking, the work of a few will 
be very light and the benefits obtained will be of real and lasting value. 


Cordially yours, 


JOHN T. BRENNAN 
JOHN J. DEVERS 
Chapter Relations Committee 





Short Courses Start This Month 


HEADING a list of short courses for 
club managers which start this month 
throughout the country is the one 
at Stanford University, August 4-6. 
Others on tap include Dallas, August 
6-8; Cincinnati, August 11-13; Wash- 
ington, D. C., August 13-15; Cornell 
University, Ithaca, N. Y., August 18- 
22; and Michigan State University, 
Lansing, September 15-16. 

The Stanford course, which is op- 
erated by the San Francisco Chapter 
in conjunction with the CMAA, will 
have a group of outstanding lecturers. 
Subjects and speakers include “Super- 
visory Techniques” by Professor Rob- 
ert A. Beck of Cornell; “Prestige 
Through Food and Beverage Service” 
by J. William Conner of Cornell; a 
talk by Thomas W. Harrell, professor 
of applied psychology at Stanford; 
“Successful Merchandising of Food 
and Standardization Procedures” by 
Hugh Visick; a talk by Rogers S. 
Cannel, industrial engineer; “The 
Economic Future of Club Manage- 
ment” by William M. Haberkern, Har- 
ris, Kerr, Forster and Co.; “Making 
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Profit Instead of Percentage” by Mat- 
thew Bernatsky, head of the school of 
hotel and restaurant management, 
Denver University; and “Developing 
a Desirable Club Personality Through 
Effective Management” by Harold C. 
Cash. 

In addition there will be a meeting 
for discussion of management prob- 
lems with John L. Martin, chapter 
president, as moderator. 





Change of Name 


The CMA has long felt that the des- 
ignation “employment service” is in- 
correct, in that the association does 
not give out a position but rather 
refers clubs to individuals allowing 
them to exchange information. Thus, 
this service will henceforth be called 
employment referral service, rather 
than employment service. 

The association has no desire to 
enter into the employment field, but 
it does have a great desire to fit the 
right man to the right job, and vice 
versa.—Richard H. Campbell. 
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In a class 
by itself 
since 1830 3 


TEACHER 
HIGHLAND CREAM 
Scotch Whisky 


86 PROOF « Blended Scotch Whisky 
Schieffelin & Co., New York 
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News of the Chapters— 


City of New York 


At the June meeting of the City 
of New York Chapter, held at the 
River Club with Derek Atkinson as 
host, three managers were elected to 
membership: John W. Cremers, Em- 
pire State Club; James F. McKeon, 
Dartmouth College Club; and Ray- 
mond Joseph Herbert, Commissioned 
Officers Mess, Brooklyn Navy Yard. 

The fact that clubs, under New 
York law, can be held responsible for 
accidents to members or guests after 
drinking in the clubs, was discussed; 
liability insurance is available. Pen- 
sion plans and food and liquor prices 
were also discussed.—Albert M. 
Deichler, Jr., secretary pro tem. 


Mile High 


The June 16 meeting of the Mile 
High Chapter was held at the Valley 
Country Club with Charles Frasca- 
ti as host. A superb Italian dinner 
was featured. 

Robert Edward Williams, manager 
of the Valley Hi Country Club, Colo- 
rado Springs, Colo., was elected to 
membership as was Eugene Joseph 
Marshall, manager of the Garden of 
the Gods Club, Colorado Springs. 

Future meetings have been sched- 
uled for September at the Columbine 
Country Club and for November at 
the Denver Country Club. The Sep- 
tember meeting will include club of- 
ficers.—Horace G. Duncan, secretary. 


Mid America 


Mr. and Mrs. Robert Thompson 
were hosts to the Mid America Chap- 
ter meeting June 24 at the Carriage 
Club, Kansas City, Mo. The group 
voted $500 to help in the hosting of 
the PGA tournament in September 
which will be held at the Milburn 
Country Club. Dale Landon, Moila 
Temple Club, St. Joseph, Mo., has 
joined the chapter.—Harriette E. 
Woods, secretary. 


Evergreen 


The June meeting and annual golf 
tournament of the Evergreen Chapter 
was held June 23 at the Broadmocr 
Golf Club with Gene Manca as host. 
The group enjoyed the new and en- 
larged facilities of the clubhouse, the 
result of an extensive remodeling 
program. 

Ed Green, former president of 
Broadmoor, and Joe Bradley, direc- 
tor of the hotel and restaurant de- 
partment of Washington State Co’- 
lege, spoke; and plans were announced 
for the yacht trip held July 28. 

In golf, the women’s trophy wes 
won by Bev Taylor who tied with 
Donna Goode for low net but won 
the toss. Ray Koch won the men’s 
trophy for low net—H. G. Goodc, 
secretary. 


Cleveland 


Mr. and Mrs. Paul Steel were hosts 
to the June 30 meeting of the Cleve- 
land Chapter at the Mentor Harbor 
Yacht Club, Mentor, O. More than 30 
managers and their families were 
present. 

Highlight of the afternoon were 
rides on the yachts of club members, 
followed by refreshments, a buffet 
dinner and a short business meeting. 
—Peter J. La Placa, secretary. 


The Illini Chapter held its March 
meeting at the Decatur Club with 
Mr. and Mrs. Robert Guynn as hosts. 

The April meeting was held at the 
Jacksonville Country Club with Miss 
Betty Brewer as hostess and on May 
26 the group met at the Country Club 
of Peoria with Mr. and Mrs. Ralph 
Deuel as hosts. 

The June 24 meeting was held at 
the Urbana Golf and Country Club 
with Mr. and Mrs. James R. Erns- 
piker as hosts. Each of these meetings 
included refreshments, dinner and a 
short business session. Average at- 
tendance was 22 per meeting.—Wil- 
liam W. Cook, secretary. 





Meeting of the Illini Chapter at the Decatur Club with Mr. and Mrs. Robert Guynn as hosts. 
30 Write advertisers you saw it in CLUB MANAGEMENT: AUGUST, 1958 








a el en 7, a 


orn 


w ONS DDK we we 














St. Louis 


Mr. and Mrs. Paul Lampe were 
hosts for the May 29 meeting of the 
St. Louis District Chapter of CMAA, 
held at Norwood Hills Country Club. 

Following a delicious dinner, a short 
business meeting was held. Plans were 
completed to hold the next meeting at 
the Bath and Tennis Club.—Gerard 
T Egan, secretary-treasurer. 


Pittsburgh 


The Pittsburgh Chapter held its 
June 16 meeting at Schenley, Pa., 
here a tour of the Schenley distil- 
ry was conducted and dinner was 
rved at the Schenley clubhouse, 
ith Charles Young, president, as 
ost. The tour of the plant included 
sits to the storage and aging rooms, 
ie testing department, bottling and 
ckaging.—Leora E. McCune, secre- 
ry. 
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Virginia 

Robert N. Roper, Country Club of 
Virginia, Richmond, was elected pres- 
ident of the Virginia Chapter at its 
May meeting held at the Colony Club 
in the Jefferson Hotel, Richmond, 
with Mrs. Dorothy Bender as hostess 
to a fine evening of entertainment. 

Other officers are Ray Loving, 
Farmington Country Club, Charlottes- 
ville, vice president; and G. E. Left- 
wich, Jr., Downtown Club of Rich- 
mond, secretary-treasurer. Directors 
include Jacques Aimi, Country Club 
of Petersburg; Aleene Polis, Norfolk 
Naval Officers Club; J. W. Presson, 
Hermitage Country Club, Richmond; 
and Harry Forsythe, Oak Hill Coun- 
try Club, Richmond.—G. E. Leftwich, 
secretary. 





WANTED: Club manager in cen- 
tral Indiana. Year round operation. 
Dining room, bar, swimming pool 
and golf course. 300 members. 
Please state experience, give refer- 
ences and desires. ADDRESS: Box 
85-X, c/o CituB MANAGEMENT, 408 
Olive Street, St. Louis 2, Missouri. 





San Francisco 


Cannon Lorimer was host to the 
June meeting of the San Francisco 
and Bay Area Chapter at Claremont 
Country Club. More than 40 mem- 
bers attended the meeting. 

James Carey, manager of The Fam- 
ily, San,Francisco, spoke on the forth- 
coming short course for managers at 
Stanford University. Herbert Frank- 
lin, manager of the Merchants Ex- 
change Club of San Francisco and a 
past president of the chapter, an- 
nounced his retirement from the club 
business. He was made an honorary 
member of the chapter. 


On May 20 some 34 members and 
guests of the San Francisco Chapter 
attended the meeting at the Commis- 
sioned Officers Club at Fort Ord with 
Manager Dick Sears and General 
Breckenridge, commanding officer of 
the base, as hosts. 

James O’Gara, president of the Pen- 
insula Golf and Country Club, spoke 
on relations between club managers 
and their boards, Alfred Fry, Califor- 
nia Golf Club, talked on the current 
labor problems, and Chapter Presi- 
dent John L. Martin, Berkeley Elks 
Club, spoke on the forthcoming short 


















for more than 
30 years, 
the first choice 
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—\ discriminating 
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EXPERIENCED MANAGER 
excels in: 


1—Good food and liquor 
2—Budget making and controls 
3—Cooperation with committees 
4—Following and helping general poli- 
cies 
5—Both Epicurean and New England 
dishes a specialty 
WRITE FOR DETAILS, REFERENCES 
and INTERVIEW: 
Box 88-X, c/o Cys MANAGEMENT 
408 Olive Street, St. Louis 2, Missouri 








728 W. MADISON ST. 





INQUIRIES INVITED 


JOHN P. HARDING MARKET CO. 


Phone: STate 2-8050 





IVE 
WE FAMOUS CORNED BEEF 


Not to be confused with ordinary Pcorned beef 





CHICAGO 6, ILL. 
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New officers and directors of the O-K Chapter are Jack Hall, vice president; Pat Johnson; 
Earl H. Kauffman, secretary-treasurer; Frank Wallace, president; Ray G. Martin; Bill Bangs; 


and Joseph Auerbach. The picture was taken at Southern Hills Country Club, Tulsa. 





is manager. 











your guarantee 
of a satisfied customer 








The famous RED SHEEP SEAL 
stressed in our consumer 

advertising assures your 

customer that his cheese 
is genuine imported 
ROQUEFORT. 





THE RED SHEEP SEAL 


builds demand for... 


ROQUEFORT 


DRESSING 


ROQUEFORT ASSOCIATION, INC., 8 WEST 40TH ST., NEW YORK 18, N. Y. 


course for club managers at Stan- 
ford University. The group enjoyed 
an excellent dinner.—Joseph E. Cas- 
tillo, secretary. 


Oklahoma-Kansas 


Frank Wallace, Harvard Club, Tu'- 
sa, was elected president of the O-}< 
Chapter at a meeting held May 18-19 
in Tulsa. Other new officers include 
Jack Hall, Crestview Country Club, 
Wichita, vice president; and Ea:l 
Kauffman, Tulsa Country Club, sec - 
retary. 

Directors include Bill Bangs, 
Southern Hills Country Club, Tulse: 
Pat Johnson, Hillcrest Country Club, 
Bartlesville; Dale Reid, Petroleurn 
Club, Great Bend, Kan.; George 
Reub, Beacon Club, Oklahoma City; 
Joseph Auerbach, Wichita Country 
Club; and Roy G. Martin, Ponca Cit, 
Country Club. 

Louis Boswell was host at th: 
Petroleum Club for registration and 
refreshments and Jan Grader was 
host for a superb dinner-dance at the 
Sky Terrace of the Tulsa Club. The 
business meeting and luncheon was 
held at the Southern Hills Country 
Club with Mr. Bangs as host. He 
spoke on the problems of preparation 
for the USGA National Open, and 
Mr. Grader presided as moderator of 
a round table discussion—Earl H. 
Kauffman, secretary. 


Chicago 


Vince Crump, manager of Butter- 
field Country Club, and his board of 
directors were hosts to the Chicago 
Chapter meeting June 16. The day in- 
cluded lunch, golf, refreshments, din- 
ner and dancing. 

Other chapter news included the 





CLUB MANAGER: For private Golf 
and Country Club, middlewest part of 
country. Must be able to take com- 
plete charge of entire operation, in- 
cluding personnel. Food experience 
essential. Reply with photo giving full 
details, listing previous employment. 
State salary required. All replies 
strictly confidential. ADDRESS: P. O. 
Box 724, Kansas City 41, Missouri. 











CLUB MANAGER AVAILABLE. 
Nationally known background on all 
phases of club operation. Presently 
general manager prominent midwest 
club, Food and beverage grossed over 
Half-Million Dollars. Desire to re- 
locate in east or south. Excellent 
references. Salary open. ADDRESS: 
Box 87-X, c/o CLtus MANAGEMENT, 408 
Olive Street, St. Louis 2, Missouri. 
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fact that Jerry Marlaett, Rolling Green 
Country Club, has undergone surgery 
and is now convalescing. The chapter 
conveys its condolences to Ben Was- 
kow of Brookwood Country Club 
whose father died June 18. 

The chapter also has announced the 
establishment of a $1000 scholarship 
to Michigan State University for one 
or more students in the school of 
hotel, restaurant and _ institutional 
management. 

The following have been elected to 
chapter membership: Steffen F. Dia- 
mant, Twin Orchard Country Club; 
FE. R. Kocur, Woodmar Country Club; 


and Harry Andro, Elks Club, Elgin, 


il. 


Connecticut 


The June 16 meeting of the Con- 
necticut Chapter was held at the 
New Haven Country Club with Jo- 
seph P. Tonetti as host-manager. At 
a previous June 3 meeting the chap- 
ter’s board of directors voted a new 
procedure for accepting members. 

The forthcoming golf tournament 
was discussed and a letter from an 
insurance advisor on group plans for 
clubs was read. 

S. Nichols of the state liquor con- 
trol commission spoke on the rules 


and regulations as they pertain to 
club permits.—Leon J. Sherman, sec- 
retary. 


National Capital 


Sixty-five members and guests at- 
tended the June 16 meeting of the 
National Capital Chapter at Congres- 
sional Country Club with Lon Martin 
as host. 

Paul Hockman of Parties Unlimited 
spoke on “How to Give a Party.” The 
upcoming short course for managers 
in Washington was discussed.—Don- 
ald R. Beever. 


Detroit 


The ninth annual manager and club 
officer meeting of the Detroit Chap- 
ter was held July 14 at the Detroit 
Golf Club with Robert Thompson as 
host. The day included luncheon, golf, 
refreshments and dinner. CMA Presi- 
dent Royce Chaney, Northwood Club, 
Dallas, was the scheduled speaker.— 
C. R. Bangs, secretary. 





Plan Now to Attend 
CMA Conference 











Tired of floor flushers?... 
Get a Geerpres Mop Wringer! 












maintenance men prefer them because... 










@ Splash-proof wringing action squeezes 
mops dry in one fast motion . . . powerful 
gears do all the work ... save labor time. 
















Corrosion-resistant electroplated finish as- 
sures many years of service. 





Roll effortlessly on ball-bearing rubber 
casters ... no lifting or carryimg necessary. 





Mops last longer, without tearing or 
twisting. 


RINGER, INC. 


P.O. BOX 658, MUSKEGON, MICH 
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FAMOUS 
OF) IMPORTS 


vg 7 
Hennessy 
Cognac 
84 Proof 


Chartreuse 
Liqueur 

Yellow 86 Proof & 
Green 110 Proof 


Moét Champagne | 








Teacher's 

Highland Cream 
Blended Scotch Whiskey 
86 Proof 





FROM THE 


ISLANDS 


Puerto Rican Rum 
80 Proof 


Dagger 
Jamaica Rums 
97 Proof 








Cora Vermouth 
Ruffino Chianti 











Schieffelin & Co., New York 


Sole U.S. Distributors 
Importers since 1794 
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A SWIMMING POOL 
Without MODERN Equipment... 


Is Like 

A Picture Window 
Without A 
Scenic View! 










Since 1935— 
Modern has been the 
country’s leading 


manufacturer and most reliable 
' source for all pool building 
equipment and supplies. Just name 
it and Modern has it for concrete, 
tile, steel, fiberglas and plastic pools—over 
100 top-quality products including filters, 
drains, underwater lights, ladders, diving 
boards, pool paint. Modern means 

more engineering know-how. Modern 
means less cost for the greater value. 


FREE CATALOG! 










52 page Catalog & Data Book, 
includes prices, descriptions, 
photos, facts on pool care. 
Call your nearest Modern 
distributor or write for his 
name and Catalog No. 6U. 


ete 
5 gles 


moder 


SWIMMING POOL CO., INC. 
1 Holland Avenue, White Plains, N. Y. 











Federal Tax Calendar for Clubs 


Prepared by Horwath & Horwath 





August, 1958 


15—Withholding tax and Federal Insurance Contributions 
Act tax: The sum of tax withheld from wages during 
July, 1958, and employe tax and employer tax under 
the Federal Insurance Contributions Act for July, 
1958, if more than $100, payable to an authorized 
depositary. Return on Form 450. 
Exempt corporations: Information return on Form 
990 due from certain exempt corporations with ac- 
counting periods ended March 31, 1958. 

31—Tax on membership dues, initiation, transfer and as- 
sessment fees, admissions, and other excise taxes for 
July, 1958, if more than $100, payable to an author- 
ized depositary. Return on Form 537. 


September, 1958 


15—Withholding tax and Federal Insurance Contributions 
Act tax: The sum of tax withheld from wages during 
August 1958 and employe tax and employer tax un- 
der the Federal Insurance Contributions Act for 
August, 1958, if more than $100, payable to an author- 
ized depositary. Return on Form 450. 
Exempt corporations: Information return on Form 
990 due from certain exempt corporations with ac 
counting periods ended April 30, 1958. 

30—Excise taxes: Tax on membership dues, initiation, 
transfer and assessment fees, admissions, and other 
excise taxes for August, 1958, if more than $100, pay- 
able to an authorized depositary. Return on Form 
537. 





BOOK REVIEWS 





Getting the Sales From Sales Training by Edward F. 
Ruder, president of the Industrial Advertising Co., Inc., 
St. Louis, and for many years associated with Angelica 
Uniform Co., is a 302-page book slanted to sales and mar- 
keting executives which can be adapted by club managers 
for use in training employes. 

Especially helpful in getting employes to “sell” the 
clubs services, make more sales in the dining room and 
bar and improve relations with members, the book can 
be used by the manager as a basis for his own club’s 
sales training program. 

Copies are available at $5.95 each from CLus MANAGE- 
MENT, 408 Olive Street, St. Louis 2, Mo. 


Food and Beverage Merchandising by J. William Con- 
ner, manager of the Statler Club, Cornell University, is 
a 280-page book covering the major aspects of the food 
and beverage business. 

Included in the book are chapters on the menu and its 
pricing, quality food, wedding receptions, training wait- 
resses to sell, beverage merchandising and many others. 
In addition, there are a number of tables and illustrations. 

Copies are available for $4 in the paper-bound edition, 
or $6 for the hard cover edition from Mr. Conner, Statler 
Hall, Cornell University, Ithaca, N. Y. 
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Let's Compare Menus 





THE HOUSTON CLUB 


Houston, Texas 


WHITE CHABLIS STILL WINES 


Finger Lakes Region, New York State 
1-3 GREAT WESTERN CHABLIS—Pleasant Valley 1.45 


BD Ee Oe os cans fincas cavdienslivsaesces 15H 
Santa Clara Region, California 
6-3 MOUNTAIN WHITE CHABLIS—Almaden .... 1.00 
ee TO I ive cece cise anicadice cilicns gwedees ce A5P 
ee ee anc bn caicbiwe dace tusaseuese 70H 
Livermore Region, California 
TS CEA EWoe 5 onc celncie eis sipcincoisd ed veces 1.45 
Napa Valley Region, California 
8-3 BV CHABLIS—Beaulieu ...................... 1.60 
Chablis Region, France 
15-3 CHABLIS 1952—Fortier-Picard ................ 2.45 
16-3 CHABLIS 1953—Barton & Guestier ............ 3.75 
Ro SO a le. «ac a a ae 1.458 
16-4 32 Oz. Magnum °S3 oF "SO 2... i be cccccccecces 7.50M 
20-3 VALMUR 1953—Sichel & Fils .................. 5.35 
A Grand Cru 
Be Se Oe OD, vb oko cen wen sess teen de nnsa ee 3.60H 


20-4 52 Oz. Magnum—On Order 
WHITE BURGUNDY STILL WINES 


Chassagne Region, France 
38-3 CHASSAGNE-MONTRACHET 1953 ............ 6.70 
CLOS DE LA CHAPELLE—Thomas Freres 
Selection Confrerie des Chevalier du Tastevin 


Dee tee OP EIR RONG 6 oo ace scien pe snc e ones ele 3.358 
36-3 BATARD MONTRACHET 1952—Sichel & Fils .. 6.00 
A Premier Cru 

36-2 12144 Oz. Half 1952—Barton & Guestier .... 4.65H 
Puligny Montrachet Region, France 
35-3 PULIGNY-MONTRACHET 1952—Sichel & Fils 4.70 
ene A Ce: NRO SG oo kno oko sia cece saeeccwe 10.70m 
Meursault Region, France 
MEURSAULT 
39-4 48 Oz. Magnum ’53—Sichel & Fils ......... 9.00m 
MEURSAULT CHARMES—Sichel & Fils 
OR ee IO oo. indies Kans ie ce Keisinine weiss 2.80H 


41-3 LES PERRIERES 1955—Bouillot Buthiou 
A Frank Schoonmaker Selection 
Tete de Cuvee—On Order 
Pouilly-Fuisse Region, France 





John J, Duggan Junior High School, 





43-3 POUILLY-FUISSE 1955—Barton & Guestier .... 2.75 : 
SN I ordi eters cen in | eee 
WHITE BORDEAUX STILL WINES f 
Finger Lakes Region, New York State per ect 
50-3 GREAT WESTERN SAUTERNES—Pleasant ! 
Weee is co eis ae ca reciueen see be Cosette ee saves 1.65 per ormance 
Sih he Ole IN chins cain GGe Ghee Ken bceekcnes 80H 
51-3 TAYLOR’S SAUTERNE—Taylor .............. 1.75 
Santa Clara Region, California Hampden Public Seating! 
Whatever your specific 
BETTER MIXED psn cingetngrnang a 
DRINKS BEGIN WITH ff chair that does the job best. 


Wherever people meet, in 
schools, churches, offices, 
more friends when made with § — —: Hampden “extras” give 


Cr res C Is. Th fam- ia P . A 
oon qvalty eryeiale od somath you high quality plus high 


CRAMORES CRYSTALS 


| CR AMO a3) - Mixed drinks taste better—make 
CRYSTALS. Hae 








die "bilem det te See fashion at very low cost. 
quality of the drink. Easy to For detailed information 
use and store! Saves time and h 1] 
money! Lemon or lime, plain or On the most complete 
with pure egg white added! line of adult and juvenile 
‘ For sagen aha folding furniture write Easthampton, Massachusetts 
ramore roducts, inc, i Department HS- 
Point Pleasant Beach, N. J. today direct. ° . 
aaa rep, a Distributors throughout the United States 
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Those who 
make a living 
feeding or 
housing 

know the value 
of interior 
design... 
by mandel 








contract division of 


Mandel Brothers Contract Division © 
has long been management's source ' 
for the best in interior design, 


as well as functional, up-to-date 


| 

| 

| 

| many realize the most from building 
{| or remodeling budgets. 

| When yours is a problem of making 
your premises more inviting,’ 

| 


call a mandel man. 





Experienced in Designing and Furnishing 
\ / Complete Installations 









row suesre coon? —Endel brothers 


BB Albert 8. Glass / Executive Manager 
BH Robert €. Lederer A.1.A / Director of Design 
OH Fred R. Vander Schaat/ Sales Manager 





furnishings. Mandel Men have helped 


NX 
\N 

























Write for literature on 
the most complete line 
of turf valves and 
sprinklers. 


NELSON 
MIDGET 


You save time and money with Nelson and Rain 
Bird turf irrigation equipment. Rain Bird Sprink- 
lers provide maximum, even, penetrating cov- 
erage. Together, Nelson and Rain Bird offer the 
most complete line of turf valves available. 


Quickly coupled and uncoupled without tools, 
Nelson and Rain Bird valves are constructed 
of highest grade brass and provide for maxi- 
mum water flow through the valve with min- 
imum pressure loss. 


These long life swivel valves stop turning on 
contact with the valve seat, thus eliminating 
friction wear. Working parts may be removed 
in Nelson valves without taking casing out of 
the ground or lowering pressure on the line. 
These and additional features combine to offer 
the greatest ease of maintenance and eco- 
nomical operation. 


NATIONAL RAIN BIRD SALES 
& ENGINEERING CORP. 


Azusa, California 


RAINY SPRINKLER SALES 
609 West Lake Street, Peoria, Illinois 
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56-3 DRY SEMILLON—Almaden ...............+.5 1.25 


DOS Sa EE 5s awe awn war aaieee sas ancien .90H 
Napa Valley Region, California 
57-3 DRY SAUTERNES, Semillon—Beaulieu ........ 1.60 
Re ae MOE: NE 55a ae awa ade ee tees siciees acae sis 95H 
Graves Region, France 
65-3 GRAVES 1953—Cruse & Fils Freres .......... 2.00 
66-3 CHATEAW du PEYRAT 1958 .............2000 1.35 
Grand Cru Capian—Sie de Chateau 
du Peyrat 


67-3 CHATEAU de la BREDE 1953—Contesse G. de . 3.35 
67-2 12 Oz. Half ’*49-—Chabannes ............... 
67-4 48 Oz. Magnum °40 or SO <.....06. 20. ce eee 

Haut-Barsac Region, France 

75-3 CHATEAU CLIMENS 1959—Heritiers H. ...... 4.10 

First Growth—Gounouilhous 
Napa Valley Region, California 

82-3 CHATEAU BEAULIEU SAUVIGNON 
Blanc 1954—Beauien  o.i6. ccc scscenscvcvecvens 2.05 
(Medium Sweet) 

Finger Lakes Region, New York State 
55-3 CANANDAIGUA LAKE NIAGARA—Widmer’s 1.35 
Isle St. George, Ohio 


78-3. SAUTERNES—Meter’s oi nncceicccracccescscvecs 1.65 
We Ae MRE so ose oa res ee mele Cee hae chet 90H 
Livermore Region, California 
80-3 SWEET SEMILLON—Wente ................... 155 
BOF ee AE nos iron vio iene aecanee 1.00H 


Sauternes Region, France 
90-3 SAUTERNES 1953—Cruse & Fils .............. 3.10 
94-3 CHATEAU RABAUD 1949—Chateau Rabaud .. 3.65 
Premier Cru—Promis & Sigalas Rabaud Reunis 
Dae Be Nar ETN is hoes ihc one RSA aOR ARR 
96-3 CHATEAU La TOUR BLANCHE 1949—Prop de 
MMR esc sie AN Ea A Re AG SO SOEE SANS WEEN 4.60 
Premier Cru—Donation Osiris 


ae Ae NE ook nwa cn aesnasiks becca cients 3.15H 
Sauternes Region, France 
CHATEAU d’ YQUEM 
Grand Premier Cru 
Frances Greatest Sweet Wine 
99-3 1947 25 Oz. Bottle—Lur Saluces ................ 8.00 
ETE DRE ok” a ree 4.00H 
0-4 BS Or. Wrage AF ck kivc asi ce ecas cuwees 16.65m 
OB=4 48: Ox. BIGGR TS ucla sdaisececcas css 16.75M 
98-5 96 Oz. Double Magnum—On Order 
98-6 144 Oz. Jeroboam “SF oo... vicecveccnescee es 60.007 
WHITE LOIRE STILL WINES 
Vouvray Area 
45-3 ST. VALENTIN—Remy-Pannier .............. 1.80 
47-3 CLOS DE MONTCONTOUR—On Order 
47-2 °47 
WHITE ITALIAN STILL WINES 
160-3 ORVIETO DRY—Orlando .............ceceee 1.80 
165-3 ORVIETO SECCO 1948—Martini & Rossi ...... 1.85 


WHITE RHONE WINES 
290-3 HERMITAGE BLANC 1953—Barton & Guestier . 3.15 


at) di gee «| | Pg 1.70H 
WHITE MOSELLE STILL WINES 
Finger Lakes Region, New York State 
104-3 WIDMERHEIMER 1946—Widmer’s ............ 1.80 
Isle St. George, Ohio 
108-3 LAKE ERIE ISLANDS RHINE—Meier’s ...... 1.65 
Napa Valley Region, California 
110-3 JOHANNISBERG RIESLING 1953—Louis M. 
cn Bee eee ne ey ee ee ne ee 2.45 
TSE Wes a te is oo se ee iSin  bos Rove iereacls 1.35 
Livermore Region 
112-3 GREY RIESLING—Wente Bros. .............. 1.60 
TED a2 DONS SO Ae eo aiica an ten cawckdiowwene 85H 
Moselle Region, Germany 
115-3 SENATOR’S MAY WINE—H. Sichel Sohne .... 2.15 
118-3 BERNCASTELER 1953—H. Sichel Sohne ..... 2.95 
120-3 BERNCASTELER DOCTOR Auslese 1949 ...... 10.75 
ROS BF MOG OE A one pk cvs a siei cased scveceve 4.70H 


121-3 BERNCASTELER DOCTOR Und—J. Lauerburg 
BRATENHOFCHEN Feinste Auslese 1953 ..... 11.10 
121-4 Magnum—On order 

122-3 GRAACHER HIMMELREICH im 
HIMMELREICH 1955—Julius Kayser .......... 2.95 
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124- 


130 


132 


134 


136 


23 














ee Oi TI Boo ise ccipncecss 0 6d sessler e 
124-3 PIESPORTER GOLDTROEPFCHEN 

Spatlese 1952—H. Sichel Sohne ................ 3.65 

124-4 Magnum ’53—On Order 


WHITE RHINE STILL WINES 


126-3 KREUZNACHER BRUCKES—On Order 
Feinste Auslese 1955—August Anheuser 

127-3 KREUZNACHER NARRETUKAPPE—On Order 
Riesling 1955—August Anheuser 

Nahe Valley, Germany 

128-3 SCHLOSS BOECHEIMER SPATLESE—Julius Kayser 

On Order 
Rheinhessen Region, Germany 
130-3 LIEBFRAUMILCH BLUE NUN 1937__H. Sichel 


SN i rctes eeytit EVN aa ay wale SEO a a's 4.90 

130-2 12 Oz. Half ’"37—Auslese ............ce000: 3.50H 
132-3 LIEBFRAUMILCH BLUE NUN 1947 ........... 4.45 

Re Se BE OE ooo oie oes helgs eae Rese Re wes 2.25H 

eo eer 9.30m 
134-8 OPPENHEIMER SCHUTZENHUTTE—Louis 

Guntrum 

REESLING SPATLESE 1982 « «onc. ceceecseces 5.75 


Rheinpfalz Region, Germany 
136-3 WACHENHEIMER GERUMPEL—Dr. Burklin Wolf 
Riesling Trockenbeerauslese 1949 ............. 29.35 
Rheingau Region, Germany 
139-3 SCHLOSS VOLLRADS Auslese 1953—Graf 
Matuschka 
A Frank Schoonmaker Selection .............. 5.55 
140-3 SCHLOSS JOHANNISBERG Cabinet—Prince 
Von Metternich 
i IRS fos oooh as. & 9 vee dh sco acd carn Sw aN 7.35 
(48-3 CLAUS JOHANNISBERG Cabinet Beerenauslese 
1994—FI. Sichel Sohne «......0c.ccccccscasccess 29.45 
149-3 STEINBERGER Cabinet Feinste Trockenbeerauslese 
OST ——FE; ‘SiCheh SONNE. Saiccis o¥cac cass cnseccow ons 46.60 


ROSE STILL WINES 
Finger Lakes Region, New York State 


203-3 SEIBEL ROSE—Widmer’s ..............0000 1.80 
Napa Valley Region, California 
206-3 GAMAY ROSE—Louis M. Martini ............ 1.45 
eS | ee ee ere are 85H 
208-3 BEAUROSE—Beaulieu ................eece cece 1.60 
Anjou Region, France 
215-3 NECTAROSE—Remy-Pannier ...............6. 1.75 
PER EOE AE ceicciens boxe hoes bee caceenes 1.05H 
Rhone Region, France 
220-3 TAVEL ROSE-1955—Sichel & Fils ............ 2.80 
Cee ee Oi ENE ae a a disce's sors 'ca sidan cede 1.00H 


223-3 PROVENCE ROSE—Domaine des Moulieres 
A Frank Schoonmaker Selection—On Order 


ROSA ITALIAN STILL WINE 
230-3 VINO RAVELLO GRAN CARUSO—P. Caruso . 2.00 





Next Month: 
Red and Sparkling Wines 








NEW! VITAMIN A ADDED! 


DELUXE 
FROTH Yr. 


GRANULES wiz vitam c 


Makes Nutritious Beverages 

for less than 2¢ an 8 oz. glass 
Each 8 oz. serving, when prepared as directed, 
contains 30 milligrams of Vitamin C and 4000 
U.S.P. units of Vitamin A—the average adult 
daily requirement as outlined by Federal Food 
& Drug Administration. 

10 oz. jar makes 7 gallons of delicious bever- 
age. No refrigeration required. 

Lemon, Lime, Orange and 12 other flavors. 
Abe’ in vacuum-packed tins with sugar added, 


, ALLEN FOODS, INC. 


4555 GUSTINE * ST. LOUIS 6. MISSOURI 


=_< 


a yee 


SEES RP as 
— 























The Answer to Popular 
and Profitable Club Bars 











Sie BAR eee the highest 





standard of beverage service 


When a club has AutoBar every drink becomes a 
convincing testimonial of the club’s good manage- 
ment and friendly and generous hospitality be- 
cause... 

1. Every AutoBar drink is a practical dem- 
onstration that management can afford to 
provide its members with a larger drink at 
the same price and still earn a reasonable 
profit. 

2. Every AutoBar drink is positive assurance 
that each cocktail, mixed drink, over-the- 
rocks or mist is always a full measure of 
uniform perfection. 

AutoBar was invented by a hotel accountant who 
recognized the shortcomings of the heretofore 
generally accepted methods of hotel bar account- 
ing. On a given volume, AutoBar will reduce 
liquor costs as much as 20%, and frequently more, 
without changing pricing structure or size of pour! 
These savings mean greater benefits for members 
—at the bar and in making possible improvements 
in club facilities. It will pay your club to investigate 
AutoBar today. Write for complete information on 
how your club can benefit from AutoBar . . . the 
highest standard of beverage service. 


BAR ...-<« 


Division of American Machine and Metals, Inc. 
118 Clymer Avenue, Sellersville, Pa. 
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Wine 
(Continued from page 11) 


presented with a minimum of disturb- 
ance. 

The bulk storage bins (13” wide 
by 14” high by 15” deep holds one 
case) should have cards indicating 
par stock and reorder levels, dictated 
by experience. 

Some record should be maintained 
for each wine, listing the supplier, 
cost, dates, amounts delivered, com- 
ments about tastings, special guests 
served and their comments and per- 
haps the label attached. 


Written, Point of Sale, Suggestion 


Wine is a beverage that goes with 
food and it should be just as easy for 
a member to order wine as food. The 
wine list should be part of the din- 
ner menu, either printed on the back 
or included in the same binder. Use 
the same printing method as for the 
food menu, running in small lots to 
prevent large stocks of out-of-date 
lists. 

Wine should be grouped by types 
(dry white; sweet white; rosé, etc.) 
with countries of origin making up 
sub-groups. To avoid embarrassment 
to members in ordering, mixups in 
inventory and service, each wine 
should have a number. Example: 


All Still White Wines 1 to 399 
Rosé Wines 400 to 439 
Sherry, Port and 

Miscellaneous Wines 440 to 499 
Reds 500 to 799 
Sparkling Wines 800 to 999 


Carry it a step further into origin: 


New York Chablis types 1 to 5 
California types 6 to 14 
Chilean types 15 to 18 
French 19 to 29 


A hyphen and another number fol- 
lowing denote size: 


64-1 is a split bottle 

64-2 is a half bottle 

64-3 is a “full” bottle 

64-4 is a magnum (48-52 ounces) 

64-5 is a double magnum or 
jeroboam (96-104 ounces) 


Thus, a fifth bottle of a California 
Chablis is 12-3, a magnum of 1955 
French Valmur, 27-4. 

Under each sub-classification, the 
wines are arranged from dryest to 
sweetest or from north to south. 

The spelling of each listing should 
be checked against the label, and 
should indicate vintage year, produc- 
er or shipper, as well as price. Half 
bottles, magnums, etc., should be ad- 
ditionally identified with a small “h,” 





+“. ” a ie 


m, etc., immediately following 
the sie 

If space permits, suggest certain 
food types with certain wine types 
but not in such a way that the mem- 
ber would hesitate to order his fav- 
orite wine if he was not eating a food 
so suggested. 

Miniature wine lists and/or tent 
cards are helpful. Rotate between dit- 
ferent meals and different days to im- 
prove their effectiveness. They should 
answer three questions: Why? (to ir- 
crease enjoyment). What? (a chilled 
Rosé). How Much? (Half bottle 
serves 2 for $1.00.) 

In informal rooms, place mats could 
present wine maps or a listing of the 
club’s 10 most popular wines, or a 
wine quiz, etc. 

Wine sales benefit from mention on 
the menu face proper, no more than 
two kinds in a box or clip-on; or list- 
ed in the food classifications, such as 
a glass of Sherry among the appetiz 
ers, “Port With Cheese—.75” among 
the desserts; or a specific kind sug- 
gested with each entree. 

Many producers, wholesalers and 
the Wine Advisory Board (717 Mar- 
ket Street, San Francisco, California) 
have excellent stock suggestions and 
will print miniature lists, tent cards, 
clip-ons, etc., with your club’s name 
and prices without charge. 





Continental Service Carts® 


ICED CART 


The perfect setting for your 








TrlorVive FOLDING BANQUET TABLES 


WITH COMPLETELY gm, Fe 
FINISHED TOPS gs a 
Can Be Used Without em Ate 1) 
Tablecloths x £. vo 
eet Ne bel — } 
wes 
Bala 


Write today for new catalog 
showing 58 models and sizes 
of Monroe Folding Tables. 








wines, salads, steaks and seafoods. 

Styled in warm copper or sparkling stainless 

steel with wrought iron, this cart displays foods 

on a bed of ice. Makes good food more appealing... 
gm 








a # ‘ 
- if 
Universal Moli-Shield 
Ss) 


Salad & Dessert Cart 
See your dealer or write 


molitor i i inc. 


1318 10th STREET, DENVER 4, COLORADO 


hesstdcime a 
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 *Patent Pending 
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Monroe Folding Tables, rigidly built yet very attractive, are 
designed for institutional use. May be used with or without 
table cloths, as desired. Also available in Formica and Ornacel 
special color and pattern types. Write for catalog with direct 
factory prices and discounts to industry, religious and educational 
institutions, clubs, lodges, etc. 


MONROE TRUCKS for Folding Tables and Chairs 


Transport and store your folding tables and chairs the easy, 
modern way on 
MONROE 
Trucks. Construc- 
tion of Transport- 
Storage Trucks 
permits maneuv- 
erability in lim- 
ited space. See 
Catalog. 


a 







MONROE 
Truck No. TS8 Complete Line of 
Folding Chairs 


biol ete). | fe) Se 79 CHURCH ST. COLFAX, IOWA 


























Visual Suggestion 


“A picture is worth a thousand 
words” and so is a display near the 
dining room entrance. It should be 
changed at least monthly, featuring a 
wine of the month or one producer’s 
products. Many sound suggestions for 
displays can be found in the Wine 
Advisory Board booklet, How Res- 
teurants Display Wines for Extra 
Profits. It mentions sources for var- 
ious props, which can include: artifi- 
cial grapes, vines and leaves, giant 
champagne glasses, barrels and bas- 
kets, wine posters, travel posters 
(from agencies), ribbons, flowers, 
vine roots holding bottles or as can- 
delabras, wine maps: Californian— 
from the Wine Advisory Board; Eu- 
ropean maps—Et Cetera Shop, 769 
Madison Ave., New York 21. 

In the dining room proper, display 
carafes filled from gallon jugs, with 
the white and rosé types on ice ready 
to serve. A wine wagon with repre- 
sentatives of principal types, or a half 
bottle on each table marked with the 
price are ideas borrowed from the 
supermarket experts who say “An 
item handled is more than half sold.” 
Wine glasses can be made a part of 
the regular table setup, speeding up 
service and acting as silent salesmen. 

Also an efficient salesman is the 
bottle of wine en route to the table 
or a glass of wine on the next table. 
The gift of a glass of wine, especially 
if it is on a special occasion, will not 
only build good will, but will “break 
the ice” and get sales started for the 
evening. Including one glass of wine 
with the entree price, with refills ex- 
tra, can eventually develop a demand 
for bottles. 








YOUNG MAN graduating from 
Michigan State University Hotel 
School in August desires employment 
as assistant manager in a club. Have 
completed four years military service 
and also have varied club experience 
as cook, waiter, bartender, locker at- 
tendant and caddymaster in Detroit 
area clubs. References and data sheet 
furnished on request. ADDRESS: Box 
92-X, c/o CLuB MANAGEMENT, 408 Olive 
Street, St. Louis 2, Missouri. 








AVAILABLE 


Club manager who can guarantee 
first class operation in all club depart- 
ments. Expert in food and bar and 
have the know-how to make a profit, 
Experienced in managing clubs with 
membership from 500 to 2,000 with 
broad experience in handling large 
weddings and special parties, and thor- 
oughly understand the “back of the 
house.”’ Single and will go to any loca- 
tion. Prefer quality operation. AD- 
DRESS: Box 91-X, c/o Cius MANaAGE- 
MENT, 408 Olive Street, St. Louis 2, Mis- 
sourl. 








All Star Golf 


Even though Miller Brewing Com- 
pany’s second All-Star Golf television 
series doesn’t get under way until 
October, sales executives of the brew- 
ery’s Western area learned all the 
facts concerning the program last 
month during a two-day meeting in 
Milwaukee. 





J. G. Purtell (left seated), acting 
Western area sales manager, uses flip 
chart to discuss show with six district 
managers. From the left, seated, they 
are: Edward T. Stoddard, Southwest; 
Raymond R. Dowdle, Sierra; and John 
N. Sourbeer, North Central. Standing: 
J. William Fowles, Rocky Mountain; 
E. James Crittenden, Northwest; and 
Bruce I. Ostermick, South Central. 





MANAGER WANTED 


for established country club with 18- 
hole golf course, swimming pool, mod- 
ern clubhouse, dining room and bar, 
year-round operations. Apartment 
available for two people. Send full ré- 
sumé and photograph. ADDRESS: 
Box 93-X, c/o CLuB MANAGEMENT, 408 
Olive Street, St. Louis 2, Missouri. 








CLUB MANAGER 


Born European, citizen, available 
about September 15, desires to make a 
change. Detailed experience in admin- 
istration, food and bar, buying and con- 
trol, maintenance, pool and _ tennis 
courts, and all other club operations. 

Married, no children. Age 58. Salary 
open. A-1 references. ADDRESS: Box 
89-X, c/o CLiuB MANAGEMENT, 408 Olive 
Street, St. Louis 2, Missouri. 











Chef: Executive or Working 

Available for year around position, 
August 15. Married, no children, age 
48. Will re-locate any part of country. 
Fifteen years experience in clubs; 
best of food and character references. 
Assume full responsibility of kitchen. 
ADDRESS: Box 90-X, c/o Cus Man- 
AGEMENT, 408 Olive Street, St. Louis 2, 
Missouri. 
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The beer without peer 


4 


Brewed only in Denmark 


TUBORG 


When you feature this popular Danish 
beer, you get ample advertising support 
in The New Yorker, Holiday, Sports Il- 
lustrated, and metropolitan newspapers. 


© 
Tuborg Breweries, Ltd., Copenhagen, Denmark 
U.S. Representatives: Danisco, Inc., N. Y. 4, N. Y 


39 





How We Feature Imported Beer 


T EN years ago in San Antonio mem- 
bers of my club there were asking 
for a new kind of beer. I couldn't 
think of any better brew to present 


By Claus W. Andersen, Manager 


Colonial Country Club 
Fort Worth, Texas 


try of Denmark. It was so well re- 
ceived by our members that by the 
time I left San Antonio most of the 
leading grocery stores carried it. 


found that few if any clubs were fea- 
turing this wonderful Danish beer, 
so I introduced it here at Colonie! 





than Tuborg, from my native coun- 


A display at Colonial Country Club. 





When I arrived in Fort Worth I steak—a_ small, 





A Book on Training 
You Can Use! 


Whether you have three or 
300 employes you have a 
training problem in your club. 
Here's a book, written by Ed- 
ward Ruder (sales training ex- 
pert, for many years associ- 
ated with Angelica Uniform 
Co.) that you can adapt for use in training your club 
employes. _ 











This book can show you how you can train your 
employes to promote your club’s services, boost 
sales in dining room and bar, and improve rela- 
tions with members. 


O. K. Send me “Sales Training” for $5.95. I understand 
that if I’m not satisfied I can return the book within five 
Se Payment Enclosed (postpaid) ...... Bill Us 
(plus postage and handling) 











Country Club, together with a Danis): 
six-ounce ribeye, 
browned in hot butter in a frying pan 
and served with crisp smothered on. 
ions, parsley potatoes and cucumbe: 
salad. 

Since then five other clubs togethe: 
with many small restaurants in th 
Fort Worth area have started servin; 
Tuborg beer. 

During the National Invitationa:! 
Tournament here I featured a real 
Danish Smorgasbord; we had 178 as- 
sorted hot and cold dishes. In addition 
to our members we served about 100 
people from radio, television and 
press. On this occasion I had the op- 
portunity to introduce the Danish 
beer and Akvavit (snaps), both of 
which made quite a hit, and as a re- 
sult many grocery stores in Fort 
Worth are now handling Tuborg. 














bedi 
oi baker's 


dozen... 
% and then 


some! 


Dozens of quality bakery products come fresh from our 
big Duvernoy bakeries each and every day of the week! 
And we deliver every day, too, including Saturdays, Sun- 
days and holidays...within an area of 8,000 square miles 
of Manhattan. Why not give us a call today: PLaza7-3200! 








BREADS ¢® ROLLS UNLIMITED © PIES ® CAKES ¢ PASTRIES 
@ FRUIT CAKES ® CRULLERS AND DOUGHNUTS ¢ DANISH PASTRY 
PLUM PUDDINGS ° HOLIDAY STOLLEN ° IMPORTED SWEDISH 
“SKOAL’ od SPECIAL OCCASION CAKES bd ENGLISH MUFFINS 
e DEVONSHEER MELBA TOAST e BROWN ‘N SERVE PRODUCTS. 


“Consistently Superior!”. .. for well over 40 years. 


DUVERNOY BAKERIES 


633 West 44th Street, New York 36, N. Y. 
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Rum Drinks for Clubs 


CLUB barmen are getting more calls 
for rum drinks these days. That’s be- 
cause, the National Association of Al- 
coholic Beverage Importers reports, 
“the nation is rapidly acquiring a 
aste for Puerto Rican rum.” 

A spokesman for the NAABI re- 
‘ently pointed out that there was a 15 
er cent increase in rum consumption 

1957 as against 1956. Americans 
ave shown a marked preference for 
1e light-bodied dry Puerto Rican 
1ms which now account for 75 per 
nt of all rum sales here. 

Booming Caribbean travel has 
‘ought hundreds of thousands of 
mericans—a great many of them 
club members—into direct contact 
ith rum. Tourists are returning 
yme with a fondness for this most 
versatile of liquors. 

Most of your customers prefer light- 
odied rums for which Puerto Rico 
id Cuba are justly famous. These 
rums are marketed in light—‘“white 
ibel”—and dark—“gold label.” All 
rands are clearly marked Puerto 
‘ican or Cuban on the label. 

Best quality heavy-bodied rums 
also light and dark in color) come 
from Jamaica and Barbados. Their 
use is generally restricted to drinks 


yn ee a + 


~ 


- x 


a 


and foods requiring a pungent, pro- 
nounced molasses flavor. 

Rum drinks are profitable and sim- 
ple to prepare. But like any drink, 
they ought to be properly prepared 
and served. No special glassware is 
required. Your members will prob- 
ably show a strong preference for 
that exotic and most popular of all 
rum concoctions—the Daiquiri. This 
one now ranks among the “Big Four” 
of the cocktail world. The secret here 
is fresh lime (lemon can be substi- 
tuted), just enough sugar (a scant 
teaspoonful) and from 1% to 2 jiggers 
“white label” Puerto Rican rum. The 
drink is designed to be drunk ice 
cold, so shake vigorously or stir on 
the electric mixer with plenty of 
finely cracked ice. Strain and serve 
in a large cocktail glass and to avoid 
messy spillage don’t fill to top (a 
good rule to observe in serving any 
cocktail). 

Both canned pineapple and grape- 
fruit (the unsweetened varieties) and 
other juices, such as papaya, can be 
used to make a wide variety of rum 
coolers, cocktails and cups. A good 
rule to remember when mixing with 
rum is—always go light on the sugar 
and heavy on the ice. 


A complete book of rum drinks and 
dishes calling for rum together with 
information on the preparation of 
some of those really exotic concoc- 
tions can be obtained simply by drop- 
ping a postal card with your name 
and address to Dept. CM, Office of 
Public Relations, Rums of Puerto 
Rico, 666 Fifth Avenue, New York 19, 
N: Y. 


Names Asst. Sales Mgr. 


Lloyd G. Magee has been appointed 
assistant national sales manager of the 
Taylor Wine Co. He has been Taylor’s 





state sales manager in I]linois and his 
new job will headquarter him in New 
York City. 

The company also announced the 
appointment of Edward B. School as 
state manager for Illinois. He goes to 
Taylor from a liquor distributor for 
whom he served as general manager. 








1 man does 
the job of 3 
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A Gruendler Disposer 
will solve your 











STEP 


Cuts your labor costs by 50% 


In the same operation, Briteway removes dirt, 
kills bacteria, banishes offensive odors... 
Takes only one cup to pail of water to make 
abundant suds...Works in hard water... 
Leaves refreshing aroma (no “disinfectant” 
smell)... Applied with mop on floors; sponge, 
cloth or brush on toilet seats, tile, walls... 
Priced below competing products which do 
not compare... Forinformation write Dolge. 


food waste disposal problem! 


A contemporary, handsome 
appliance to grind table and 
food preparation wastes into a 
fine slurry for instant disposal 
down the drain. Automatic, 
push-button control. Ends scaven- 
ger service and waste handling. 
Write for Brochure No. 124. 

If possible, state number 

of meals you serve per setting 
for our recommendation of 
proper model. No obligation. 


| GRUENDLER CRUSHER & PULVERIZER co. | 
2913 North Market « St. Louis 6, caapeng 


Giicneetie canaeoaunetapamnme 












eguasectselete? 





For free sanitary survey 
of your premises * 


ask your Dolge service MON ~Westrort. connecticut 
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Beverage Merchandising 
(Continued from page 13) 


policy to carry the more popular 
brands, both local and national, and 
drop the slow-movers from stock. 
Glassware should be so sparkling 
clean that it reflects the lights. If the 
arrangement of the club allows it, the 
manager should avoid having glasses 


washed at the bar. Wash them at some 
other location, and have them brought 
into the bar regularly enough to keep 
an adequate supply of clean glasses 
on hand. Members will appreciate a 
clean dry glass for each drink. They 
will not appreciate a glass which has 
been slushed in lukewarm or cold 
water to which some chemical has 
been added to kill the germs—partic- 
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(Agency: Equity Advertising Agency) 
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Economical 
STANDARD FORMS 
TO FIT YOUR NEEDS 


THAT IS THE BEST 
IN THE MARKET 


SPECIALISTS IN NUMBERED PRINTING SINCE 1898 


Sort Smith, rrhansiatb,ULH6, 


Seutce 
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ularly when it is done right before 
their eyes. 

No discussion of beverage merchan- 
dising would be complete without 
mention of the financial control of bar 
sales. Some helpful control methods 
follow: 

1. If the club is on a cash basis 
each sale should be rung up and paid 
for as it is made. If a member is 
allowed to run up checks at the bar, 
the time that elapses and the effect 
of the alcohol may cause disputes and 
difficulties in collecting for the drinks 
leter. No bartender should ever be 
too busy to collect money for what he 
sells. 

2. The manager should keep the 
keys to the bar cash register himself. 

3. The manager should not let bar- 
tenders check themselves in and out. 
Instead, each bartender should be 





MANAGER AVAILABLE 
with a wealth of experience in all 
phases of successful management of 
town and country clubs, operating in 
the black, fully capable to supervise 
and direct the preparation of fine cui- 
sine and all other club activities. 54 
years of age, in excellent health, mar- 
ried, no children. Outstanding refer- 
ences to past performance available. 
ADDRESS: Henry Holl, 308-A Adams 
Avenue, Evansville 13, Indiana, Har- 
rison 2-7381. 











given his daily “bank” and be re- 
quired to turn in his bar checks and 
cash after subtracting his bank. The 
manager should do his own checking 
and counting-up after each day’s op- 
eration. No bartender is going to 
make up a shortage from his own 
pocket, and there is no reason to 
tempt his honesty if there is a cash 
overage. 

4. Each manager should set an ex- 
ample for the rest of his employees 
by paying for his own drinks. Also, 
he should not be his own best cus- 
tomer. 

The sale of beer in what might be 
called a “prestige establishment”— 
such as an exclusive club—deserves 
special treatment. Beer sales in these 
establishments sometimes suffer be- 
cause of beer’s status as the low-cost 
“workman’s beverage.” Some sensi- 
tive members may refuse to order 
beer for fear of being thought stingy. 

Both of these factors can be mod- 
ified, or pushed into the background, 
if an operator will spend some time 
and thought in planning effective 
ways to promote beer sales among 
those who truly prefer it to other 
drinks. Here is a three-point program 
which may help beer sales by increas- 
ing their prestige value: 

1. Feature and display enough im- 


ported and unusual beers to create a 
reputation for the establishment and 
to inspire conversation about the 
wares. 

2. Buy a beer glass big enough to 
hold a full 12-ounce bottle, so that 
the bottle itself can be taken off the 
table immediately after the beer is 
poured. In addition, the glass itself 
can be made unusual enough to be a 
conversation piece. 

3. Charge enough for the beer to 
accomplish two things: 

a. To pay for giving elaborate or 
unusual service for the beer drinker. 

b. To take it out of the price motive 
class; i.e., the beer-lover can order 
his heart’s desire without the stigma 
of indulging in the “workman’s bev- 
erage.” 

4. Another face-saving technique 
for the beer drinker is to avoid the 
usual potato chips and pretzels. In- 
stead, the club may offer unusual 
canapes, like imported Norwegian 
Brisling, Eels in Jelly, Crayfish Toast, 
Caviar and Blinis, and Cherries in 
Vinegar for patrons who like beer. 
The canapes may well serve as con- 
versation pieces themselves, and prob- 
ably will offer a good excuse for buy- 
ing beer to many women who would 
not otherwise dream of drinking it in 
public. 





31 YEARS OF SERVICE TO CLUBS 


CLAREMONT—MAJESTIC 


EMPLOYMENT SERVICE 


AGENCY 


tds atte PERSONNEL cancion 


80 WARREN STREET, Room 305 


New York 7, N. Y. 


Herman Litman Manager 


PHONE: COrtlandt 7-3853 


A. Zahler, Licensee 





for Dining Roce, 





references. Single. $10,000 year. 





references. $6,000 and maintenance. 


WABASH EMPLOYMENT AGENCY 


; 202 South State St. 
Phone: WAbash 2-5020 


P | Contact: ELIZABETH GARRISON 


MANAGER: Been in 500 membership quality club past two 
years. Made net profit $28,000 in 1957. Previously was assistant 
manager in 2,000 membership exclusive country club. Finest 


STEWARD: Worked as Purchasing and Kitchen Steward in 
one Inn for 9 years. European trained. Widower. Excellent 


(Wabash “Agency established in 1935) 


Chicago, Illinois 















guaranteed to 
attract more customers 


LIVE 


Ocean-Clear Lossters 


Live Lobsters, Ocean - Clear Live Lobsters have 
the fresh, sweet taste and eye appeal that 
attracts profitable customers. Shipped any- 
where, alive and kicking, via Air Freight or 
Railway Express in minimum 25 pound orders. 


FREE SALES AIDS 


Free directions for preparing live lobsters. 


World's largest LIVE LOBSTER distributors 


CONSOLIDATED LOBSTER CO. 
Gloucester, Mass. 


Enclosed is our order. Please send the 
FREE SALES AIDS checked: [[] ‘‘Daily 
Double” cards [] “Special Today” 
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CMA Publicity Display Contest 


By John B. Carrigan, Chairman 


Publicity Display Committee 


ANY of us have never entered 

the annual publications or pub- 
licity contest held each year at our 
National Conference. Managers of the 
small clubs feel that they cannot com- 
pete with the larger clubs. Managers 
of the larger clubs are reluctant to 
overwhelm the little fellow with an 
avalanche of costly material. 

In comparison with our attendance 
at the conference we have only a few 
entrants and too few winners. The 
material you use is good enough to 
enter in the 1959 Houston contest and 
win a prize in some classification. If 
you don’t think it is good enough you 
still have time to remodel it between 
now and the end of the year. If you 
only win runner-up in the tenth flight, 
the prize will be worth the effort and 


perhaps your members will appre- 
ciate your efforts more than the 
judges do. 

The Wallace and Sons trophy will 
be available for winning and it’s 
worth trying for. Rules are much the 
same: 

1. Mounted on white show cards 
14 x 15 inches. 

2. One item to a card. 

3. All material must have been dis- 
tributed during the 1958 year, ie., 
January 1 to December 31, 1958. 

4. Only material that was used to 
actually publicize the club may be 
included—no photographs of func- 
tions, etc., unless used as a part of 
publicity. 

There are two categories this year: 

1. Publications accepting advertis- 
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Ode to Houston 


Texas is a heap of State 

And Houston is a city. 
Texas—it’s just big and great 
But Houston—it’s right pretty! 


Gulf breeze to cool the summer 
air 

And a bunch of winter sun 

And no flowers quite so fair 

As those surrounding Houston. 


It’s a giant for its industry 
There’s nothin’ they ain't tried! 
With all that oil under ground 
Potatoes come up French fried. 


That’s why when the Little An- 
gel 

Got lost from Heaven’s Lane 

She took a look at Houston 

And said, “I'll stay, it’s just the 
same.” 


~~ 


ing which may be used to defray the 
costs. 

2. Newsletters or other types of 
publications not accepting advertis- 
ing. 

Your publicity will be judged in 
flights according to handicap, such as 
size, budget, etc. A complete set of 
contest rules will reach you in No- 
vember, but get started planning now. 





IRS Issues New Regulations 
on Club Tax Exemption 


By Walter Slowinski 
CMAA Counsel 


Tue Treasury Department on July 
9 issued final regulations under the 
1954 Code on the exemption of social 
clubs under Section 501 (c) (7). 

Prior regulations, under the 1939 
Code were very brief and read as fol- 
lows: 

“Reg. 118, par. 39.101 (9)-1. Sccial 


Clubs. The exemption granted by sec- 
tion 101 (9) applies to practically all 
social and recreation clubs which are 
supported by membership fees, dues 
and assessments. If a club engages in 
traffic, in agriculture, horticulture, 
or in the sale of real estate timber, 
etc., for profit, such club is not or- 
ganized and operated exclusively for 
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pleasure, recreation, or social pur- 
poses. Generally, an incidental sale ot 
property will not deprive the club of 
the exemption.” 

The new regulations under the 1954 
Code are much more extensive and 
read as follows: 

“Par. 1.501 (c) (7)—1 Social Clubs. 
(a) The exemption provided by sec- 
tion 501 (a) for organizations de- 
scribed in section 501 (c) (7) applies 
only to clubs which are organized and 
operated exclusively for pleasure, rec- 
reation and other non-profitable pur- 
poses, but does not apply to any club 
if any part of its net earnings inures 
to the benefit of any private share- 


CLUB MANAGEMENT: AUGUST, 1958 





holder. In general, this exemption ex- 
tends to social and recreation clubs 
which are supported solely by mem- 
bership fees, dues, and assessments. 
However, a club otherwise entitled io 
exemption will not be disqualified be 
cause it raises revenue from mem 
bers through the use of club facilities 
or in connection with club activities. 

(b) A club which engages in busi 
ness, such as making its social and 
recreation facilities available to the 
general public or by selling rea 
estate, timer, or other products, is no 
organized and operated exclusivel: 
for pleasure, recreation, and othe: 
nonprofitable purposes, and is not ex 
empt under section 501 (a). Solicita 
tion by advertisement or otherwise 
for public patronage of its facilities 
is prima facie evidence that the clut 
is emgaging in business and is not be 
ing operated exclusively for pleasure 
recreation, or social purposes. How- 
ever, an incidental sale of property 
will not deprive a club of its exemp- 
ion.” 
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ICE PRODUCTION 

















Make as little or as much as you need! 


Why waste ice when it costs you money? Now 
you can make exactly what you need with the 
Vogt Automatic Tube-Ice Machine. It can be 
operated to fit drag or peak periods, and will 
return savings to quickly pay for the initial 
cost. You save in other ways too. For example, 
it reduces space requirements substantially, cuts 
labor costs, and the unique ‘Scoop out,” “Shovel 


OTHER VOGT PRODUCTS 


out” doors on model illustrated, permit easy 
removal of ice in any quantity. Investigate this 
modern way to control your ice production. 
Units from 2,000 pound capacity up to any 
required tonnage are available. Write for de- 
scriptive literature. Dept. 24A-RTCM. 

HENRY VOGT MACHINE CO., Box 1918, Louisville 1, Ky. 


SALES OFFICES: New York, Chicago, Cleveland, Dallas, 
Philadelphia, St. Louis, Charleston, W. Wa., Cincinnati 


AUTOMATIC 


Tube- 


The Finest Ice-Making Unit Ever Made 


DROP FORGED STEEL VALVES, FITTINGS AND FLANGES IN A COMPLETE RANGE OF 
SIZES @ PETROLEUM REFINERY AND CHEMICAL PLANT EQUIPMENT © STEAM 


Ice Machine 


GENERATORS @ HEAT EXCHANGERS ® ICE MAKING & REFRIGERATING EQUIPMENT 





SIX YEARS OLD + KENTUCKY STRAIGHT BOURBON + 100PROOF « MADEINU. S.A. BY STITZEL-WELLER DISTILLERY + ESTAB. LOUISVILLE, KY., 1849 
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NOTHING EASIER TO FIX: Fill an old-fashioned glass with immed ice. Add a jigger of OLD Pesemd 
and twist of lemon peel. Inhale the delightful misty bouquet as you sip! 


Make FITZ Mist your “Club Cooler:.. 


cool as a misty evening in Kentucky . . . rich with all the flavor 
that makes a drink perfect. The unique Fitzgerald flavor is the 
result of our costly, family-guarded sour mash recipe, naturally 
oak-ripened to mellow maturity. OLD FitzGERALD is always Bottled 
in Bond. For cool refreshment with a flavor your members 

and guests will remember, serve Fitz Mist... 


made memorable with Bonded 


On FitzGERALD 


YOUR KEY TO HOSPITALITY 





